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Designed to Please Mrs. Jones! 


Mrs. Jones has been waiting a long time 
to buy the washer, ironer, and cleaner 
she needs. You can be sure she is not 
going to be stampeded into buying just 
any kind of an appliance. She will expect 
the appliances she selects to have quality 
craftsmanship and perform with out- 
standing efficiency. You can bet she will 
prefer products made by manufacturers 
with long established reputations in 
their respective fields. But Mrs. Jones 
will also look for distinctive styling and 
ultra modern design—and she will find 
all of these features and more too, in 
appliances made by Apex. 

Apex engineers and designers have 
always placed special emphasis on eye- 


appeal styling and sales-clinching floor 


demonstrations. Before the war Apex 
received numerous national awards for 
beauty of design and excellence of per- 
formance—convincing evidence that 
Apex will qualify as a leader in the 
postwar era. To fulfill a promise to Mrs. 
Jones, Apex appliances of tomorrow 
will combine distinctive and expert 
styling with the finest manufacturing 
craftsmanship—indicative of highly 


precisioned war production experience. 


There are still opportunities for Apex 
distributor and dealer outlets. Your 
community may be one. Write at once 
for the Apex Postwar Profits Plan. 
Learn how you may qualify as an Apex 
authorized dealer, and obtain an Apex 


Preference Certificate. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 






THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


1.PRECISION-MADE 
APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
new technique will assure finer 
mechanisms, quieter operation, longer 
wear—and fewer service calls. 


2 OUTSTANDING 
SELLING FEATURES 


New Apex automatic and conventional 
washers, ironers and cleaners will 
possess outstanding sales advantages. 


3.DISTINCTIVE 
STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


4.CONTROLLED 
DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-slashin 
practices. Controlled distribution will 
protect your profits. 


5.NEW SERVICE 
FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


6.EFFECTIVE 
PROMOTION 


Agen advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


7 ENLARGED 
PRODUCTION 


Apex plants have been greatly ex- 
panded to build war materiel. These 
increased facilities will permit 
greater-than-ever production of 
peacetime appliances. 
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Post-War Markets 


OST businessmen are not setting their post-war 

marketing sights high enough to achieve anything 

like ‘full’ employment,” is the striking statement 
made by S. Morris Livingston of the National Economics unit, 
Bureau of Foreign and Domestic Commerce, in an article in 
Domestic Commerce for May. 

This is from the man whose Markets After The War, widely 
distributed by the Committee for Economic Development, is or 
should be on every post-war planner’s desk. He continues: 

“The total national output at full capacity is an aggregate 
of individual items, each of which appears fantastic to the 
particular industry concerned. It means somewhere around 
100 million tons of steel ingots each year, whereas market 
analysts in that industry are not willing to hazard an esti- 
mated demand for more than 70 million tons. Judging by past 
relationships it means annual domestic sales of somewhere 
around 6 million passenger cars, perhaps 8 million, including 
trucks and the export market. Almost any other item in the 
total might seem equally unrealistic.” 

Now let us see, on this economist’s estimate of post-war 
potential, what the possibility would be for appliance markets. 
He states that by 1947 the potential will be 40 to 50 percent 
above 1940 in physical volume, that is units, and 70 to 80 
percent above the average for the five years, 1935 through 1939. 
Fifty percent over 1940 would forecast 3,900,000 electric refrig- 
erators, 2,329,000 washers, 17,790,000 radio sets, 675,000 elec- 
tric ranges, 2,100,000 floor type vacuum cleaners. Eighty 
percent over the five year average would give 3,245,000 electric 
refrigerators, 2,648,000 washers, 14,392,000 radio sets, 557,000 
electric ranges, 1,971,000 floor vacuum cleaners. 

To appliance market planners these figures do not seem 
“unrealistic.” Some of them are lower than estimates generally 
accepted by the industry. On electric ranges particularly, 
industry expectation is far higher than these calculations. 


ILL we achieve the production and earn the income 
that will sustain “full” employment? Mr. Living- 
ston believes that we can. For, as he says, “If the nation’s 
potential capacity is fully utilized to produce far more than in 
the best prewar year, there will be a corresponding increase in 
the current income to pay for these goods.” The elements of 
production, the desire to own and power to consume depend 
on each other. He lays much stress on this desire to own and 
consume. And in the fostering of this desire the element of 
salesmanship and creative marketing is of prime importance. 
For, as he points out, deferred demand for durable goods 
which are wearing out during the war, large as that will be, 


is not alone sufficient to fill the gap between prewar markets 
and post-war productive capacity. Much of the accumulated 
demand is not for things worn out during the war. It is for 
things people could not afford before the war but can afford 
if present incomes are maintained. 

Can this income level be maintained with its consequent 
improvement in living standard that will sustain the abundant 
consumption that in turn creates the high employment? 

To answer this vital question Mr. Livingston makes a pro- 
jection of income distribution for 1947. This projection 
assumes a completed demobilization and unemployment reduced 
to a practical minimum, with wages and price levels higher 
than prewar but less than the present. 

The figures project a very great extension of the mass market 
upward from a top of $3,000 income in prewar to $5,000 post- 
war. We quote: 

“These projections allow for a 20 percent increase over the 
prewar number of families by 1947 as estimated by the Census. 
This increase is greater than the gain in population because 
high incomes have stimulated family formation. 

“They assume a national income less than that actually 
earned in 1943, and the same degree of inequality in distribu- 
tion as in the prewar period. In other words, they assume that 
on the average, families in each income group get the same 
percentage increase in income. 

“In spite of the fact that this income would be distributed 
among 20 percent more families, there would be a little over 
half as many families in the under $1,000 class and only about 
three-fourths as many in the $1,000 to $2,000 bracket. The 
mass market, instead of being under $3,000 would be from 
$1,000 to $5,000 with three-fourths of the families within this 
range. There would be more than three times as many families 
in the $3,000 to $4,000 bracket and about seven times as many 
in the $4,000 to $5,000 bracket. It should not be necessary to 
belabor the point that people with these incomes can afford to 
buy many things which are completely beyond the reach of 
those with incomes of less than $1,000.” 


HIS huge expansion of middle class income, the great de- 

sire of masses of people for a higher living standard, holds 
an immense promise for the electrical business. A higher stand- 
ard of living means nothing else so much as more electrical 
home equipment and services. But in the academic phrasing 
of this economist we must “turn that buying power into effec- 
tive demand for the products of that employment.” In other 
words, we have a selling job on our hands. 
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When theyre able to buy again— 


What will your customers want? 


HH’ MANY of your customers are going to be in the 
market for a new refrigerator after the war? 
How big a refrigerator will most of them want? How much 
storage space? More or fewer ice trays? More space to 
store frozen foods . . . or separate freezing units? 

You'll find the answers to these and other important 
postwar questions in a survey recently completed by Good 
Housekeeping Magazine. 


Here’s a mighty interesting 


refrigerator survey that helps 


anticipate after-the-war 
buying needs. 


This information is enormously helpful to manufacturers, 
they tell us. We think it will be equally helpful to you. For 
you naturally want to stock the refrigerators that best 
meet your customers’ needs. 


A limited number of our refrigerator surveys are available. 
Send for one today (on your business letterhead). Address 
Good Housekeeping, Product Use & Development Divi- 
sion, 959 Eighth Avenue, New York 19, N. Y. 


© >, ana “ 
. . 2, 
We give this seal to no one. =" Guaranteed by “ 


The product that has it, earns it. 


S ADVERTISED 


Housekeeping 


The Homemakers’ Bureau of Standards 
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Good Housekeeping 
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_ 2800 Appliance Dealers to Learn the 














CHARLES LOW 


This eminent authority on making 
retail stores more profitable has 
fathered many projects for large 
operators and department stores. 
He now puts his talents to work on 
your specific postwar problems. 


Can you answer these 
questions? 

What is really the purpose of a 
window display? 

What is the best location for an 
appliance store? 

What is the best way to get peo- 
ple into your store? 

How many items of a line should 
be displayed? 

For the answers to these and many 


other questions, send the coupon 
below now! There is no cost to you. 











ELECTRIC 
e 


KITCHENS 


HEN the war ends — perhaps suddenly — will 

you be ready for the retailing problems that 
peace will bring? You can be — easily — with this 
‘*Planned Electrical Merchandising’’ series, which 
is yours for the asking. 


Will you gamble 3 cents? A three cent stamp, to 
mail that coupon below, brings you this practical, 
field-tested series of bulletins that can well be 
worth thousands of dollars to you. 


They are about your business, not about Hotpoint 
products. No matter whether you’re a Hotpoint 
dealer or not. They are prepared by a nationally 
known authority on the subject of appliance mer- 
chandising. He writes in your language, takes the 
mystery out of postwar merchandising and makes 
it simple to understand. 


But don’t wait. Do it now! The future of your busi- 
ness may hang on sending that coupon. Bulletin 
No. 1 will be sent immediately, the others at thirty 
day intervals. There is no charge. No obligation. 
Send the coupon now and start preparing for peace! 


e 


Edison General Electric Appliance Co., Inc. 
5620 W. Taylor Street, Chicago 44, Illinois 


Secrets of Postwar Merchandising 





Edison General Electric Appliance Co., Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


Please put me on the mailing list to receive the series of bulletins, 
“Planned Electrical Merchandising” without cost or obligation to me. 


Name Title 





Firm Name 





REFRIGERATORS + RANGES + WATER HEATERS + WASHERS AND IRONERS 
CLOTHES DRYERS + AUTOMATIC DISHWASHERS + ELECTRASINK + STEEL CABINETS 


Address 
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How to pick 2 Winner / 


HERES WHY IM 
BACKING 








Consider Duo-Therm’s record for permanency of per- 
sonnel and policies alone. The average length of serv- 
ice for members of Duo-Therm’s engineering, sales 
and service staffs is 13 years—a record unsurpassed in 
the entire industry! 


about a golfer. And it’s the thing to know when you’re 

picking a fuel oil heater, too—the one to win with 
when we’ve won the war. You'll find it in the record that 
Duo-Therm has broken par on every hole! 


| What's his record? That’s what you want to know ? 


This permanency of personnel has made possible an 
unbroken continuity of sound policies, whereby Duo- 
Therm has consistently offered dealers the most out- 
standing merchandise, the “cleanest” and most profit- 
able franchise, and the greatest sales and advertising 


0 ° 
Yet permanency f support the industry has ever seen! 


personnel and poli- 
cies is only one of 
nine *tholes’’ on which 
Duo-Therm had the best 


Q-way winner 


Look at the record and you'll find that 
Duo-Therm—before its men and mate- 
WRITE 


rials turned to war work—was first in: a 
DUO -THERM | : Ao 
AND MAKE A DATE tt 1. Sales Volume = 
TO TALK OVER P= 2. Dealer Profits - 
POST-WAR , 


PLANS/ | t. : 3. Product Performance eo 
| e 


—_—— 
—— 
—— 


4. Product improvement 
5. Quality 


6. Advertising and Sales 
Promotion 


7. Sales and Service Education 


8. Permanency of Personnel 
and Policies 


9. Financial Stability 


\ 


So it’s a foregone conclusion that Duo- 
Therm is the fuel oil heater to win with : pf E 
when production starts again. “35 hs Bs ae ! 


N 
Duo - | herm America’s Largest Manufacturer 
of Fuel Oil Heating Appliances 


DIVISION OF MOTOR WHEEL CORPORATION ‘ as. 4 LANSING 3, MICHIGAN 


© 1944, Motor Wheel Corp, 
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A Strengthened Chain 


Your Premier distributor is a strong and essential link in the 






chain which binds manufacturer, dealer and customer closer 
together. Although he may not have handled Premier cleaners 
in the past, he does possess a wealth of experience in the 
distribution and merchandising of other electrical appliances— 


experience he will use to your advantage and to ours. 


Premier’s policy for the post-war sale of vacuum cleaners centers 
upon you, the dealer—but it depends for real success to a consider- 
able extent upon our mutual ally, the distributor. It is his organ- 
ization that will give you more effective assistance and closer 
cooperation than any manufacturer’s organization ever could. It 
is his efficiency in distribution that will cut down exorbitant 
selling costs that formerly had to be included in the purchase price 


—and thus you will gain a definite advantage over competition. 


With so much depending upon the distributor, you may be sure 
that Premier has taken the greatest possible care in selecting the 
finest distribution facilities in your area and in every marketing 
area throughout the nation. Franchise arrangements have already 
been completed with the right distributors—and a full announce- 


ment will be made very shortly. 


To assist these distributors in serving you, Premier will continue 





to maintain its sixteen service branches which have proved so 
beneficial in the past. Premier will further supplement your 
efforts with national magazine and newspaper advertising and 


outstanding sales helps of all types. 








a 
6 Cates some 


GUARANTEED I2 
— Ceerfriep SERVICE | 


¥ VV For Vacuum Cleaners 








ry ry TAA 


DIVISION 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
CLEVELAND 10, OHIO 
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How You Answer Their Television Questions 


When Your Customers Ask ..."Will Television carry When Your Customers Ask ..."How far can Tele. 
news events, sporting features, motion pictures?” vision programs be broadcast?” 


Tell them: Yes, for Television can carry any scene Tell them: A Television station will serve virtually 
that cameras can record in the studio or in the field. the same radius and primary area as today’s leading 


Someday soon, owners of DuMont Television Re- radio stations. Today, DuMont’s W2XWV, New 








ceivers will sit comfortably in their homes and the 
whole world will ‘come alive” with startling clarity 
right before their eyes. News, entertainment, the 
faces of the great, all the things they want to see 


as well as hear. 


When Your Customers Ask .. ."How perfect will 
Television pictures be?” 


Tell them: Today, Television is as good as 16 mm. 
motion pictures, Tomorrow, peacetime Television 
will equal the cinema — with the aid of the DuMont 
Cathode-ray Tube. 


York, has high-fidelity reception over practically 
these same areas claimed by New York's best- 


known 50,000-watt radio stations. 


When Your Customers Ask ..."Who will make the 
finest peacetime Television Receiver?” 


Tell them: DuMont's impressive pioneering achieve- 
ments in Television and precision electronics assure 
you of unique performance in every DuMont Tele- 
vision Receiver. DuMont’s peacetime Television 
Receivers will always represent the ultimate in 


electronic engineering and beauty. 


Copyright Allen 8. DuMont Laboratones, Inc. 1944 


Aa. a. 
AT Og, On an gaa y 
NW i | os REAHISCOPE ener LE COPECES are Seloe VO8? 


ALLEN B. DUMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION W2XWV, 515 MADISON AVENUE, NEW YORK 2%, NEW YORK 
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Honestly, you won't believe 


your eyes when you see the new 


automatic THOR Gladiron ! 









‘The Engineers have 
completed plans for an automatic 
Gladiron that is so quick, so 
effortless, so capable that it’s 


practically pure magic. The new 





Gladiron will revolutionize ironing 
for millions of women—and 
ironer sales for you. If you aren’t on 


our mailing list—write us now. 





a ee ee ee 





Gladiron 


HURLEY MACHINE DIVISION, Electric Household Utilities Corp., 54th Ave. and Cermak Rd., Chicago, IIL. 
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@ When post war selling starts, one thing is cer- 
tain. Sales throughout the United States will 
not be uniform. Some territories will run rings 


around others. 


On experience and because of its balanced 
character, the Chicago territory will be one of 
those markets in which you will want to start 
early and concentrate effort for continued ex- 
pansion 

The people of this great market have been 
celebrated for their adoption of each new ac- 
cessory to better living. Factory and farm assure 
their ability to buy on a scale which has invited 
and rewarded the special attention which manu- 
facturers have always given this market. 

Large enough to absorb all or a major por- 


tion of a manufacturer's output, the Chicago 


Whe 0 going lo buy your 





territory offers such natural advantages that 
it bas been singled out time and again as the 
starting point from which many products have 
been launched into national prominence 


Here is a natural market, self contained and 
clearly defined by merchandising experience 
and consumer habits. It is an intensely active, 
closely knit territory in which deliveries can be 
made quickly and at low cost. Salesmen and 
dealers can be backed with powerful localized 
advertising through a single medium—the Chi- 
cago Tribune. 


Growing with Chicago and the middle west 
since before the days of the Civil War, the 
Tribune today enjoys throughout this territory 
a unique community position. As a result of 97 


POST WAR 
MODELS? 


years of service it is the Chicago newspaper 
bought, read and bought from in this market 
as is no other. 


When you start to build retail distribution 
and consumer sales, concentrate where the sell- 
ing is good. And in Chicago, build your pro- 
gram around the Tribune, the newspaper which 
is first with dealers and wholesalers because it 
is first with readers. 


Chicage Tribune 


THE WORLD'S GREATEST NEWSPAPER 
A pril average net paid total circulation : 
Daily, Over 935,000 — Sunday, Over 1,300,000 


Rates per 100,000 circulation are among the 
lowest in America 
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, SIR, WILL BE 


THE LAUNDRY ... 
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* ComeVictory, and a 
peace-time triumph is 
in store for the women 
of America. And for 
appliance dealers .. . 
a sales opportunity 
without parallel! 

In addition to improved models of our 
conventional washers and ironers, Black- 
stone dealers will be selling a new unit 
laundry into which dry, soiled clothes 
are deposited and ...with less effort than 
doing the breakfast dishes...they will be 
washed, rinsed, and finish-dried. No heavy 
baskets to carry to back yard or attic... 
no windblown dirt, soot or showers to 





‘ 


worry about... clean clothes dried with 
sanitary, filtered air under the healthful 
rays of an artificial sun that always shines. 
Imagine, all three laundering functions... 
washing, drying, ironing... accomplished 
within a compact unit occupying only 
about 48 cubic feet ... in kitchen, utility 
room or basement. Yes, you really ought 
to investigate the Blackstone franchise. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 




















Vationally p4duentised 

owe 
Blackstone’s war-time consumer ad- 
vertising in magazines like Woman’s 
Home Companion, Good Housekeep- 
ing, Parents’, Ladies’ Home Journal, 
Household, ete., is reaching millions 
of prospects ... paving the way for 
post-war sales. 








BLACKSTONE 


AMERICAS OLDEST WASHER MANUFACTURER 













PRODUCT OF 
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They made a 


=FAST-HEATING UNIT 


aliaMmela’ 


EXTRA LONG LIFE 


.. to help you! 










































Electric range manufacturers wanted to 
reduce your problems to a minimum. 

They wanted to give you a better elec- 
tric unit ... one that would stand use and 
abuse ... one that would provide lasting 
customer satisfaction. 


It was to be a unit that heated quickly 
... transferred heat rapidly ...and yet 
would resist the effects of high tempera- 
} tures for years. 


4 ©To meet those requirements, engineers 
and designers developed the Inconel 

Sheathed Heating Unit, now standard 

equipment on most electric ranges. 

The Inconel Unit was tested under 
conditions more severe than it would 
ever encounter in actual service. Asshown 
here, for example, a diver took it into 
deep water. The unit heated as readily 
as in open air, and glowed to cherry red 
when brought back to the surface... as 
food as new. 

In this modern range unit, Inconel 
sheathing withstands high cooking tem- 
peratures ...and repeated heating and 
cooling ... without warping, scaling or 
cracking. 

Spilled foods and splattered fats do 
not injure Inconel Sheathed Heating 
Units. Cleaning is easy . . . and safe, as no 
live parts are exposed. The units are built 
to last for the life of the range, and to heat 
rapidly ... efficiently ... economically... 
during all that time. 


After Victory, when electric ranges are 
generally available, remember the sales 
advantages of Inconel Sheathed Heating 
Units. 










i ny's 
View of Edison General — 
aa Calrod unit sheathed in Incone 


TIM 
( _ 


Resistance Wire cf 









THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N. Y¥. 














Llectrical Insulator , Resist bromine 
sorrel aid Leat Conductor 0 pte 
apo Magnesium Oxide 
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LOOK IN ON YOUR WASHER DEPARTMENT 
OF TOMORROW! 


Here’s the Key to Post-War Sales — 


The plan shown here is just one of the numerous displays 
featured in the new Easy Post-War Idea Book. 


This isn’t a book filled with generalities. It’s a group 

of separate drawings of practical displays, all in color, 

accompanied by architectural plans and construction Don’t miss seeing this unusual book. 
details — so simple your own display man can build.or All you've got to do is to make the 
Supervise the entire work. Best of all, the exact plan request—on your letterhead—for an 
you want will be furnished free. appointment with our field represent- 
What’s more, these displays are not just aimed at the big ative. You'll be under no obligation 
stores. Even the smallest retailer or general appliance whatever. Only thing — act quickly! 
dealer can find several of interest or adapt any of the Write now, Dept. EM-6, Easy Washing 
interchangeable units. Machine Corporation, Syracuse1,N.Y. 
As R. 0. Hurd, Div. Mdse. Mgr., Hale Bros. Stores Co., 

San Francisco, put it. "The plan fits directly with our 

plans and is exactly what we have been waiting for. This 

is down-to-earth post-war planning." 

This is really a post-war plan that makes sense. 

You get full working plans for the best kind of 

post-war displays — by using them to tie up to 

Easy’s consistent national advertising cam— 


paign reaching more than seventy-seven million 
readers each month. 











HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 
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Beauty and a gentle breeze for 
restaurants, public buildings, 


tourist oe $6, offices. S 0) 1 R c c 0 7 Su PPLY 


The information contained in this message is 





VICTRON REVOLAIRE , 
Overhead air circulation with 
the ''Flexaire” Breeze Director 
which eliminates a harsh draft. Sf 





VICTRON 
not to imply that Victor is in production on the ately a 
items shown except on permissible priorities. mater with powech 
It indicates the products made by Victor in 
pre-war years and is to remind all friends and 

customers that as soon as normal manufacture 

is resumed, Victor electrical products will again 

be on the market. This will be a line of quality 

appliances, soundly engineered. Present facil- 

ities of Victor are wholly and unreservedly de- 

voted to production, essential to war activities. 


| VICTOR ELECTRIC PRODUCTS. 


2950 ROBERTSON AVENUE 


Sm bimnaAt i 9, 
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Buy More War Bonds Teday 
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e JOAN ROBERTS 


singing star of Broadway's 


“OKLAHOMA 


“Oklahoma’s” 


pley.¥," 
ROBERTS 
chooses 
for her 
postwar 
radio «» 


rom CFV 40) DB 
Portable 








Famous Garod quality and tone will be supplemented by new 
developments of wartime experiences. In addition to the high 
quality line of television, FM and AM, radio and phonograph 
combinations, our engineers are now planning a line of ““Pack- 
aged” sets, which will be sold from distributor-to-dealer-to- 
consumer with complete confidence that the radio within will 
function efficiently and satisfactorily. Thus, by reducing distri- 
bution costs and eliminating service headaches, your margin of 


profit will rise in proportion. Inquiries regarding peacetime 
franchises are invited. 


“Still performing beautifully is the Garod portable I bought several years ago,” 
Joan Roberts, lovely star of OKLAHOMA, told us the other day. “Now I’m 
looking forward to the kind of portables you people will make after the war.” 





atte ey, 
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GAROD RADIO CORPORATION * 70 WASHINGTON STREET * BROOKLYN 1, N. Y. 
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From Director Goldman: 
A Strange Request 


Early May along the Wabash! The 
romantic river rolls bank-full past soft 
green slopes and miles of fragrant blos- 
soms. And, in Mt. Carmel, the crowds 
are gathering for the little city’s fif- 


teenth annual music festival. 


Edwin Franko Goldman, greatest band- 
ister of his time, is the central figure. 

had known this valley as a boy, 
w returns to direct the massed 


is from Mt. Carmel 


nmuniti 


und nearby 


“Keep me as busy as you like,” Dr. 
in told the festival committee, 

it, please, I’d like to have time to 
your high school music room... 


the factory 


To the people of Mt. Carmel, how 


eV A inge request was no great 


Reprint of 


surprise. Almost overnight, their high 
school music room had become a na- 
tional institution. For it is the wartime 
home of the only Meissner radio-phono- 
graph in existence — the final laboratory 
model perfected just before war turned all 
of Meissner’s skill and knowledge to the 
manufacture of electronic war materials. 


“I’ve been told so much about this 
new instrument,” said Dr. Goldman, 
“that I want to hear it again and again. 
I want to find out, too, if the record- 
changer can really perform all those 
sleight-of hand miracles ascribed to it. I 
want to meet the people who created the 
Meissner—and to see the factory where 


its postwar counterparts will be made.” 

It was well into the spring night when 
the last notes of the festival drifted over 
the valley and Edwin Franko Gold- 
man found time to relax from his stren- 
uous schedule. ““This has been an im- 


portant day in so many ways,” he said, 
“but I shall long remember the pleasure 
I had from the Meissner. Everything 
about it reflects the master touch. The 
reproduction is something musicians 
dream about! . . . and such things as 
Frequency Modulation and Super Short- 
wave all add to the promise of a bright 
new postwar world of beauty and in- 
spiration for music lovers everywhere!” 
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advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 


An invitation to 


Men of Vision, 


of Experience, 
of Reputation 


As suddenly as the turning of 
this page, your life is about 
to take on new purpose, new 
enthusiasms, new horizons... 


This very paragraph, in 
fact, may be the news for 
which you’ve been waiting, 
hoping. For now, at long 
last, Meissner is ready to set 
its world-wide distribution 
pattern. 


Everybody’s heard of the 
new Meissner, of course! In 
the space adjoining (one of 
a steady flow of full-page 
national magazine advertis- 
ing), you can see what the 
world’s great musicians 
think of Meissner reproduc- 
tion. In previous advertise- 
ments, you’ve read how 
they’ve praised its technical 
perfections—how they've 
enthused over its many 
inspiration-born features. 


You all know of Meissner’s 
reputation for quality, in- 
tegrity, leadership! 

This is your opportunity 
to became identified with 
the most dynamic develop- 
ment in all radio! 


METSSNVER 


MANUFACTURING COMPANY + MT. CARMEL, Ihe 





Please Address Your Inquir 
to Chicago Office 

PALMOLIVE BUILDIN¢ 

CHICAGO, ILLINOIS 
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HES TAKING 
NO CHANCES ON 
LOSING HIS BENDIX 
AUTOMATIC 
HOME LAUNDRY 
FRANCHISE! 














It's a foregone conclusion that the post-war demand will 
be for automatic "washers" -— with the Bendix principle the 
only one proved by years of successful service outside the 
laboratory. 








BENDIX HOME APPLIANCES, INC. 
south Bend, Ind. 


The People who Pioneered and Perfected the Automatic "Washer" 
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SEND YOUR DOLLARS TO WAR! 





ry 


Assure Peacetime Prosperity 


Wt who can’t go across to fight are The strange part of this buying of War 
asked to come across — asked to Bonds is that our dollars come back 
send our dollars to war! to us four for three —to help our boys 
win and to assure our prosperity in 
peacetime! 







Sixteen billion dollars is the goal of the 
Fifth War Loan. June 12 to July 8 is the 
period of subscription. 


Speed Victory! Help bring our boys 
back sooner! Buy more War Bonds 
Put every spare dollar into your personal than you think you can afford! 
purchases of War Bonds during this peri- 


od! Urge your employees to send their 





We're Serving 


dollars to war — and always to take part Market bust Howes.» om? 


of their change in War Savings Stamps! 


When peace comes, the L & H line 
will be ready for you. In your 
postwar planning include L & H. 
It will be a good line to sell. 








ecg oo O™ L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 
A. 5. LINDEMANN & HOVERSON co. Pins for tank tracks; anti-aircraft shells; cases nad 
Since 1875 for electrical control apparatus; containers for puY 
5 bomb parachutes, cartridge belt webbing; oa 
MILWAUKEE 7, WISCONSIN bly of air P U. S. army Sas 








trucks; steel cases for truck tools and parts. 
cosy yo ~ 


Manufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS + GAS RANGES + OIL STOVES + PORTABLE OVENS © GIL HEATERS + WICKS 
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Looming Large 
on Your Horizon 


Modern 1900 Whirlpool Washers and 
Ironers . . . Special Engineered Brands 
for Large Distributors . . . Smart Designs 
Quality Construction . . . Volume Production 





ENGINEERS - MANUFACTURERS - DISTRIBUTORS 


UND RED i ) ‘ a Lorpo alion 


ST. JOSEPH. EmicHIGAN 
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The 


of the 


Future 


Electrical Appliance Deale 


The Minnesota Electrical Council sets down an evaluation of necessary 
dealer qualifications in post-war . . . guiding principles with respect 
to utility merchandising, trade diversion, long-term guarantees, inter- 
industry cooperation, and other requisites for service to the public 











Adequate financing per person employed 
is a first requisite 


LL competent 


‘ | authorities 
that the average retail merch- 


agree 
andising establishment _ re- 


quires an investment of approximately 


$5.06 Nn) 


to sustain one person in 
gainful employment. High pressure 
‘ etition and modern mass met 
‘ ising ethods accentuate th 
need for a reasonably adequate 
financial background for any 
futu busine enture which is to 
have a fa 1 e to succeed espe 
ially in the highly competitive field of 
ippliance merchandising | r 
or encourage anyone to enter this field 
of endeavor without knowledge of basi 
requirements and the risks involved 
would be almost unpardonable. There- 
fore a dealer should have sufficient 
finances, available from sources other 
than the credit which his wholesalers 
can legitimately extend. Over-exten- 
sion of credit is seldom, if ever, in 


the dealer’s favor. 

The dealer should have at least a 
minimum of the required knowledge of 
accounting and business principles and 
management when he starts in business. 
To count on gaining such knowledge 
by experience alone is to invite disaster. 


Instances are on record where men 
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in retail businesses have succeeded in 
spite of adverse locations and inade- 
quate business equipment, but it is 
not reasonable to assume that anyone 
so handicapped could engage in busi- 
hereafter with more than one 
chance in 10 to succeed. If the ideal 
location and adequate business equip- 


ment cannot be 


ness 


provided for at the 
start, such handicaps must be offset 
by other means and qualifications, 
Ability to render service to the public 
in the proper selection, operation and 
maintenance of electrical appliances 
must inevitably be a prime requisite for 
Fail- 
ure to provide for such service will 
react 


a successful dealer in the future. 


against the dealer and the indus- 
try as a whole. 

\bility to succeed in business is con- 
tingent upon many factors such as wise 
selection of balanced 
stocks; personal selling ability as well 


adequate and 
is Management and training of a sales 
force; maintaining clean and attractive 
window displays, store displays, etc.; 
knowledge of handling credits and col- 
ections, smart advertising, as well as 
many other factors. The dealer’s sup- 
must be in position to help the 
attain some of these qualifica- 
tions, but above all the dealer must use 
every other means to increase his own 
competency. No dealer can render a 

than to be 
an active member of his trade asso- 


greater service to himself 


ciation; very few factors can con- 
tribute more to the dealer’s success. 
The constantly increasing scope of 
taxation, governmental laws and regu- 
lations and the importance of inter- 
industry relations make it imperative 
that the dealer has a central depend- 
able source of information, and belongs 


to a body which will do much to rep- 


resent his interests fairly, in every way 
possible, before legislative bodies, gov- 
ernmental agencies and other trade 
groups. Here again there can be but 
one answer—membership in a strong 
trade association. 

As to dealers now engaged in other 
lines of business who desire to add ap- 
pliance lines, a careful market analysis 
is recommended to determine how 
many outlets any local marketing area 
can support. A half-hearted entry into 
the appliance business is likely to spell 
failure. Too many aggressive outlets 
in a given market area will result in 
distress or loss to some of them. Every 
dealer should analyze his chances for 
survival in advance of any new venture. 


Dealer Qualifications 


Dealers must recognize the need for 
meeting competition on its own ground 
insofar as possible. Good store loca- 
tions, modern fronts, attractive window 








Utility merchandising should in no way 
interfere with opportunities for private 
competitive enterprise 
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display and store layouts, distinct 
high level lighting, good business man- 
agement and financial backing, ade. 
quate service facilities and competent 
sales personnel are but a few oft 
attributes of which a dealer should 
able to assure the manufacturer 
distributor of the products he repre- 
sents. Just as a manufacturer or dis 
tributor presents his proposition in t 
most attractive manner, so should the 
dealer present his proposition to t! 
distributor whose products he handle: 
(or desires to handle) as well as tot 
public whose trade the dealer wis! 
to attract. A list of desirable dealer 
qualifications should be given due co! 
sideration. 

No opportunity should be denied ' 
any worthy and competent individu 
or firm to engage in this business, bu! 
before a distributor establishes a deale: 
he should be assured that the deale: 
has a reasonable degree of suggest 
qualifications. This is for the prot 
tion of a new dealer as much as | 
anyone else. The road to bankrupt 
has been paved with the good intentio" 
of those who had the desire but !ack 
the knowledge or the financial backing 





which was necessary to survive modet 
high pressure competition. Often tw 
or three sinking dealers have left 

of ruin in their wake in thei: 
munity, pulling others down 
minute attempts to stage a comebach 
through price cutting or other acts 
desperation. 


Distribution 


We recognize and favor wh.t "4 


been normal procedure in distri!) :t0! 
through manufacturer or wholes 
contractor-dealer to consumer. 
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rderly 3 
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dealer, | 
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should | 
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er 


1) We believe that exclusive or re- 
ted dealership is in the interest of 
ly merchandising. 


If a commun- 


too large to warrant an exclusive 


the number of dealers to be 


appointed to sell a particular product 
should provide living room for each 





dealer should have a central source 
of information—membership in a strong 
trade association 


and all dealers handling the 


¢ product should operate as a family 


under the 


guidance of the dis- 


tutor or manufacturer’s representa- 
tt ve 
A strong dealer may give adequate 
‘epresentation to more than one line 
'similar products; however, no dealer 
ack MM should take on or expect to hold any 
5 [ products which he cannot give 
ir and equitable treatment. 
(b) We recognize the fact that not 
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nufacturers or distributors may 
le to secure representation for 
‘roducts in smaller communities. 
lore, the distributor may find it 
advantage to wait until he can 
a satisfactory dealer in a par- 


ticular community. In the latter case, 
better results might be attained if the 
distributor will give more attention to 
developing increased sales through 
dealers he may have or can secure in 
neighboring communities. 

(c) In justice to the great majority 
who meet their obligations and meas- 
ure up their responsibilities, no sub- 
sidies should be extended to anyone in 
the nature of 
advertising allowances, unreasonable 
credit extensions or any other con- 
cessions which are not available to all 
dealers of the same size or classifica- 
tion. This does not belittle or deny 
the extension of special consideration 
in hardship cases not brought on by 
business misconduct. 

Distribution of during 
the Reconversion period should almost 
limited through those 
dealers who are still in business, based 
on whatever percentage of their pre- 
vious purchases new supplies will per- 
mit. No dealer should expect to re 
ceive, nor should any distributor 
deliver, except on a fair and equitable 
basis of previous volume of dealings in 
the particular appliance affected. Such 
arrangements will be subject no doubt 
to certain 
which 


consignments, excessive 


appliances 


of necessity be 


regulations 
— course be 


government 
should 
observed. 


strictly 


Long Term Guarantees 


The fallacies and disadvantages of 
long term guarantees have been fairly 
well brought home to the industry dur- 
ing the war and the industry should 
divest itself of this liability in the 
future. If a 90 day guarantee is suffi- 
cient assurance of quality and durabil- 


ity in a modern automobile, one year 
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ought to be more than ample for elec- 
tric refrigerators and other appliances. 


Such guarantees should clearly state 
what they cover and should be un- 
equivocal. The dealer should be com- 


pensated for correction of factory mis- 
takes and defects which he is asked to 
rectify during the guarantee period. 
The industry should be prepared to do 


a little more, rather than less, than 
that which any warranty implies or 
expresses. In the past the ym las 





state what 


Guarantees should clearly 
they cover and the fallacy of long-term 
warranties has been demonstrated 


received less than it was led to expect 
under some unreasonable and mislead- 
ing guarantees and advertising impli- 


cations. The dealer who values his 
own good name and the good will of 
his customers has too often had to 


make good at his own expense or to 
wangle from distributors 
and Some 
panies 


concessions 
manufacturers. few 
have had effective 
policies without saying too much about 
it. A sound service policy is worth 
much more than implied guarantees 
especially those of long terms hedged 
by exceptions or partial charges. 


-om- 
guarantee 











(Note: This paragraph does not neces- 
sarily disapprove 4 or 5 year service 
contracts or protective agreements, in 
which terms to the consumer are clearly 
stated, and under which the dealer is, or 
should be, adequately compensated for 
his services.) 


* 


Utility Merchandising 

With respect to merchandising by 
utilities, (whether commercial, munici- 
pal or cooperative) we take the stand 


that in such cases where utilities do 
merchandising they have obligations 
which cannot be lightly dismissed. 


Above all, no such merchandising oper- 
ations by the utilities should in any 
way prevent or interfere with the op- 
portunities for private competitive 
enterprise. 

Utility merchandising operations 
could be subsidized directly or indi- 
rectly by customers who pay for electric 
in the case of private utilities, 
or by customers and taxpayers in gen- 
eral in the case of municipal or 
cooperative utilities. Any initiation or 
continuation of such subsidies is detri- 
mental to free destruc- 


energy 


enterprise and 


tive to smaller independent business- 
men. 

We must in all fairness pay our 
respects to the great majority of utili- 


ties in this area who have not only 
refrained from embarrassing merchan- 
dising ions, but have ex- 
tended outstanding cooperation to the 
contractors and dealers in their respec- 
tive 


operat who 


The results of such 
cooperation ap- 
parent in these respects: (1) The pub- 
lic has bought more electrical appli- 
ances and enjoyed a higher standard of 
electrical living. (2) There has been 


turn to page 110) 


communities. 


are incontrovertibly 


Please 
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It Lakes More Than Price Appea 


My) | 
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SELL THE FARMERIA 


The utility's service must be dependable, the manu- 
facturer must supply local repair facilities, and the 
farmstead must be safely and adequately wired. 





Appliance manufacturers can take a tip 
from farm machinery makers. The two local 
farm machinery firms who supply service get 
all the business around Hastings, Minn., says 
William A. Benitt. 


N a knoll outside of Hastings, 
Minnesota, is the 200 acre 
far! f William A. Benitt. 


For 15 ye is watched the glis- 
tening wat the Mississippi in the 
distance, grown apples, fed livestock, 
and suffe all the tribulations of a 
ruralist. 

What Mr. enitt different 
from his fe v farmers is the fact that 
he began ; electrician while in the 
army in V 


Interprets Farmers’ Views 


Thus } ialified to act as an in 
terpreter the farm point of view on 
the appliance business Much as 
Hiawatha qualific ) speak of the 
goings-on among the Indians around 
the water f nearby Minnetonka, so 
Bill Benitt qualified to talk about 
what's got t ippen before the farmer 
will wholeheartedly embrace an electri- 
fication program. They are: 

1. Continuous service that can be de- 
pended upon has to be supplied by the 
utility providing the current. This job 
is right on the utility's doorstep, and it 
hasn't been taken care of satisfactorily 
yet. 

2. Manufacturers that expect to sell 
appliances to farmers must set up facili- 
ties for repairs and parts close at hand. 
The farmer has had long experience in 
learning that any piece of machinery 
takes repairs, and looks for these facili- 
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An interview with William A. Benitt, By TOM F. BLACKBURN 








COST OF ELECTRICITY ON THIS FARM 
AVERAGED $12.96 A MONTH IN 1943 


Chiseled in the memory of William A. Benitt are the words of a Swedish 
proverb: “Live below your earnings, dress according to them, and establish 


your home above them.” 


Had anyone told him that his electric bill was going to run around $15 a 
month when he first had his farm wired, Bill Benitt would have said, “Take it 


away.” 


Today, he sees that electricity carries out the thought of the Swedish proverb 
in giving him a much nicer, more comfortable home than he could otherwise 
have had. Moreover, not being as spry as he once was, he is grateful to 
have electricity spare him the back breaking work he used to perform. 


The cost of all this is revealed by the following record of electric bills that 


Mr. Benitt has paid during the past year. 


MONTH KWH 


January 382 
374 
262 
252 
346 
260 
248 
310 
September 340 
October 296 
November 296 
December 384 


NET 


$14.70 
14.50 
11.70 
11.45 
13.80 
11.65 
11.35 
12.90 
13.65 
12.55 
12.55 
14.75 


Water H 
KWH 


(Separate Meter— 
Off Peak) 


170 
152 
162 
176 
132 
158 
124 
152 
156 
168 
174 
164 


$1.70 
1.52 
1.62 
1.76 
1.32 
1.58 
1.24 
1.52 
1.56 
1.68 
1.74 
1.64 





3750 





155.55 


1888 


Now what next after the war—Mr. Benitt is thinking of getting a small arc 
welding set which will save time in repairing broken parts on farm machinery. 
He is going to rig up some sort of a vacuum cleaner device to spread fertilizer 


and insecticide. 














ties when he buys. Only two farm im 
plement manufacturers have been abi 
to sell much equipment around Hastings 
and they have succeeded because they 
have repair facilities. Of course th 
equipment has to be good and reliable 
and able to give long use with minimun 
trouble, but the farmer feels the neces 
sity of service facilities and looks for it 
from the manufacturer and dealer. 

3. Safe and adequate wiring is needed 
on the farmstead. Plus proper installs 
tion of equipment and its proper upkeep. 
This is the responsibility of the wire 
man, inspectors and the farmer himseli. 


“On our farm we use_ kerosent 
brooders more because of the uncer 
tainties of current than through faults 
in equipment. We have five brooder 
stoves going at home right now, but 
not a single electric one. A two-hour 
failure in zero or subzero temperatures 
could be just too disastrous. Granted 
that an electric brooder eliminates fire 
hazards, even so, a chick frozen to 
death is just as dead as one which ha 
burned to death.” 


The Farmer's Limitations 


The farmer has a reputation for buy- 
ing penny-pinching equipment on tht 
market. He is supposed to go for aly 
mail order house proposition like 4 
ton of bricks. Mr. Benitt declares this 
reputation is undeserved. 

“You will find the farmer wondering 
whether the appliance is going to stand 
up and give service, and who is g& 
ing to fix it when it doesn’t, much 
more than his city brothers,” Mr. 
Benitt declares. “He is conscious 0 
his own limitations when it comes 
repairing his own motors, heaters, and 
refrigerator. I’ll admit he overhauls 
his own farm machinery and his farm 
engine, than does a passable job 0 
farm plumbing and piping. But whet 
it comes to electrical equipment, th? 

(Please turn to page 22) 
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uncer 
faults 


rooder 


The Benitt home is not a showplace. It is a food factory, Mr. Benitt calls it. 





This home freezer is not sufficiently well insulated to hold temperatures in case of 
current failure or mechanical troubles, Mrs. Benitt thinks. Farm freezers of the 
future, she says, should be a two-compartment affair with big brine tanks or other 
device to maintain temperature. 
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Electric refrigerators are just not rigged for farm use, Mrs. Benitt says. Farmers keep 
milk in pans, not bottles and they fill up too much space in the average refrigerator, 
New models should be designed especially for farm use. 
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The sewing machine is a very important electric appliance on the farm 
where a lot of heavy overalls and work clothes have to be repaired. 





un several times 




















Mr. 
as a boy how tired 
f salt pork. 


juently today have fresh meat as regu- 


Benitt re 
he used 
Farm homes fre- 


larly as city homes. With meat ration- 
ng, even more so. 
On the Benitt farm last year they 


put their surplus asparagus in the home 


freezer within less than an hour after 
cutt and for the first time were able 
) eat asparagus in winter. Last year 
hey had their strawberries in the 
reezer within less than an hour after 
picking and those berries had more 
nearly the flavor and sweetness of fresh 
erries tl 


1an any the family had ever 
tasted. The 
berry patch is not 
packing in any great quantity at any 


farm, garden or 


large enough for 
yne time. You may have a quart or 
or four tomorrow. 
You cannot afford to drive a total of 
10 miles to a locker plant every day for 


two today and three 


fruit, but it is the 
world to put then 
in your home freezer 


1 lew quarts of 


easiest thing in the 


“T think the home freezing unit is a 


ore serviceable piece of equipment 


farm use than space in a central 
ker plant,” says Mr. Benitt. “I’ve 
used both. I think that farmers are go- 
ng to turn to home freezers in gvreate 
numbers than locker plants. I make 
this statement with just one reserva 
ion and that is continuity of reliable, 
egular, continuous service. A home 
C€Z gets very little attention. You 
it look after it twice a day, 365 


iys a year. It is poor consolation to 
during some 


! tna busy season 
when you are not watching it some- 
thing has failed and the whole content 
yf the freezing unit has thawed. The 
inufacturer of the home freezer that 


gives the minimum of trouble and re- 


quires a minimum of service is the man 
who is going to win out. I would not 
) irprised if the freezer of the fu- 
ture will not be a two-compartment 

itfit, with a great deal more insulation 
than the ice cream freezing cabinets 








Timers on ranges are a godsend to farm women who frequently have to leave ranges and work out of 
doors. They must however be reliable and the farmer must have access to service. 


we are now using, and having a brine 
solution of considerable quantity so 
that a failure of equipment or power 
for several days will not spell disaster 
to the products.” 


Reliability Counts 


Equal reliability is demanded of 
milking machines, Mr. Benitt says. 
While cows that have been milked 


with a milker theoretically can still be 
milked by hand, actually this is not 
true. If they have been worked on by 
a machine since they were heifers they 
often object to hand milking and not 
infrequently part of the milk 
kicked down the gutter. 

“Electric pressure systems, 
when anything goes wrong with the 
water supply the entire farm is knocked 
out. Last summer during a very hot 
period our neighbor who relies on elec- 
trically-operated pressure system had 
to haul his drinking water from our 
place because the current was off for 
over a day. Fortunately we still rely 
’n a windmill and an overhead gravity 
supply tank so we were able to | 
him out.” 

\ manufacturer should bear in mind, 
Mr. Benitt that the electrical 
equipment suitable for the city dweller 
is not necessarily suitable for the farm. 
For example, a refrigerator for the city 
needs a place for tall milk bot- 
milk bot- 
shallow pan holding 
me or more gallons which takes up a 
whole shelf, and leaves the milk bottle 
space unused in part. The quantity of 
meats and vegetables stored at one time 
mn a farm is likely to be much larger 
than in town. Food consumption on 
farms is much greater than 
When a cook book gives a recipe for 


gets 


water 


1elp 


says, 


home 
tles. The farm does not use 


tles but uses a 


cities. 


four people the farm woman just 
doubles the recipe to feed her four 
people,” Mr. Benitt said. “TI believe 


this is a 
1 


designing 


in mind when 
equipment for 


factor to bear 
household 


farm use.” 
















In the sale of farm equipment one 
must remember that the timeliness 

operation is often much more impor- 
tant than economy. A team of horses 
will pull hay in the mow more cheaply 
than electric hay hoists, only under 
certain conditions, namely that these is 
no other work for the horses and you 
have somebody to drive them. With 
the advent of tractor power and the 
war it is not unusual to have both 

shortage of horses and a shortage 

men at haying’ time. In this situatior 
the electric hoist will pay for itself it 


a very short time. 
“I think we can safely make the gen- 
eral statement that the farmer wants 


safe wiring and equipment,” Mr. Benitt 
said. “Safe wiring and equipment 1s 
just plain good life and accident in- 
surance. Safety of equipment is the 
responsibility of the manufacturer. In- 
stallation, that of the farmer and the 
service man. Keeping it safe is 
responsibility of the farmer 
Farmers are quite resentful of being 
compelled to employ 
who may not be able to do the job any 
better than he can himself but who has 
the authority to do so because 
been blessed with a certain label. 
may be sound reasons why there should 
be periodic inspections but I believ: 
you will have a tough job selling itt 
the farmer, not because they disagree 
with the idea but because of the impli- 
that are involved. If a poor 
job of electric wiring has been don 


sole 


somebody else 


} 1e 
here 


cations 


- ° = 

nobody else suffers but the farmer a! 

eventually he will discover it himself. 
Manufacturers, Mr. Benitt points 


out, will have no trouble selling 
thing to farmers for a short 
after the war ends. Then they 
find that the mandate in the Bible st! 
applies, “Whosoever shall compe’ thet 
to go one mile, go with him two. !"* 
manufacturer along 

the farmer after he has bought 

vice and sees that it works, is g 

win out in rural America. 





who 


roe 
goes 
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A saving of $10 on an electric fence controller doesn't mean a thing The shock a farmer gets off an electric fence tends to cure him of the de- 
compared to the liability when cattle get into a neighbor's crop. sire to do his own wiring. Note how cow sniffs the feed, yet fears the fence. 


Wrestling big bags of grain through and from hammermills is There is nothing like having equipment on the farm which permits you 
not child's play, and the farmer is grateful for electricity's help. to prepare your own feed—one of the time-consuming jobs on the farm. 


The farm has five brooders, all kerosene. Electric brooders Thanks to the fact that they have a windmill, the Benitts 
sre safer but failure in zero weather would be disastrous. do not depend 100 percent on their electric water system. 
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swers most of the problems i: 
posed on a serviceman col lucting an 
electrical ppl ce repall busine 35 
under war conditions Completing 
close to 90 service jobs weekly, nearly 


all on major appliances, he only pays 
1 return visit on a! 
five of ther 


1 average ot! tour to 


Works From Truck 


Koller’s ne-stop system boils 
down to a truck stocked with sufficient 
parts and carrying the necessary as 
sortments of tools so that he can 
render entirely satisfactory service, on 


the original visit, in a minimum of 95 


out of every hundred calls to custom 
ers’ homes Ea gnit \\ 1 he 
finally heads for home after long hour 
in the field, he rarely has on his truck 
more than ippl é i g 
further attention at his shop. Without 


this truck set-up, despite the rigorous 
working schedule he maintains, he is 
firmly convinced ervice calls soon 
would swat 

when the rear 
loors of the tru 1 


ick are opened, are two 
tool boxes, bot! 


ized tools of ar ippliance repairmal!l 
On miglity few occasio 
into a job calling for the use of 


tool he cant find tn ne f ¢ p 


Wirtl in mew react 
ithin easy reacn, 
ckfull of the special 


bump 


yme 


controls, fitting 
used part 


everal tank called nt plav 


recharging refrigerators, als are 
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‘L'wo Approaches to 








— 1 
uckK because he 


nly has to drag them 
occasions, 
n’t get the idea from this that the 
ruck automatically does the job. Far 
it. Koller backs up that truck 
ay-out with a wealth of experience 
plus what often amounts to a double 
shift in the field before he calls it a 
good day’s work. Pushing the starter 
button at eight o’clock in the morning, 
t isn’t often that he again sees the shop 
ten at night. Otherwise, he 
never could chalk up 85 to 90 com- 
pleted week. And he 
aintains that clip week after week, 
relaxing at home for a Sunday or 


on rare 


} 
i 


be tore 


repair jobs a 


two during a whole year, regardless of 
weather. 

Nor does fighting such a gruelling 
grind particularly appeal to Al Koller. 
It’s definitely not a matter of choice. 
\tter solid 

th in the city’s leading newspapers 

1 semi expe! ienced helper without 
nuch as one reply, Al gave up try- 
ng to shift the load to an 
sistant. At times when the call sheet 


advertising daily for a 


some of 
ts 70 or more dates ahead, however, 
his become a bit 


he idmits 


nerves 


Had Utility Post 


Koller gained a world of experience 
| for the Trenton 
until the concern sold out 
stock and closed its doors, at least 


ef serviceman 
Electric Co 


1e duration if not permanently, 

hen appliances first became scarce. 

Hanging on grimly, Al held the repair 
business together and today is indee 


eased he has been able to maintain 
f authorized General Elec- 


serviceman for the city. 


e listing 


\lthough specializing on repair of 
rigerators, with washers a close sec- 


he services the entire household 


ippliance line formerly marketed by 


inufacturer. Three local dealers, 


g the largest in the city, turn over 


On 95 out of 100 calls, 
Albert Koller of Tren- 
ton completes repairs 
in the home, on the 
first visit, while ......., 


LEFT . Albert Koller and 
his “one-stop” truck team to- 
gether on close to ninety 
major electrical appliance re- 
pair calls a week, completing 
the job on 95 percent of them 
on the first visit to the home. 


RIGHT ... Three Trenton 
dealers, among largest in city, 
farm out all their service calls 
on major electrical appliances 
to Koller who is shown check- 
ing a dealer's water cooler 
prior to delivery. 


BELOW ... Kits, cases and 
racks built along the sides of 
the truck carry a wide assort- 
ment of tools and a healthy 
sampling of all appliance 
parts, from belts to motors, 
normally stocked in a sizeable 
repair shop. 





Serv- 


all appliance repair calls to him. 
ice jobs falling under sales guarantees 


Koller anticipates an expansio1 
service for retailers who prefer to tarm 
out their repair business. As for 


are charged back to the dealer. Other- le 
leads his service 


wise, the consumer pays the repair bill 
ectly to Koller. 

His shop, a 16x16 corner in a large 
garage, is located at 416 W. Hanover 
St., Trenton. “Right where I'll be 
after the war, too,” Al predicts. 

Item No. 1 on the post-war planning 
sheet calls for a continuance of direct 
customer Along with this, 


through 
operation, Al plans to turn them righ 
back to these dealers. 

“But don’t count me wholly o 
the future sales picture,’ he warns, 
adding: “I’m thinking seriously of 4 
distribution set-up.” 

Meanwhile, Al swears by his “one 
stop” truck. 


uncovered 


service. 
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By 
LANSDELL ANDERSON 


Appliance Repair 


..C. H. Bender, of the 
same city, swears by 
his service shop as the 
proper place for re- 
pair of all appliances. 


WELL - EQUIPPED repair 
A shop coupled with a_ sound 
yperational program is the 


ideal combination for a vacuum cleaner 
service man, according to C. H. 
der of Trenton, N. J. 

He is firmly convinced that a repair 
shop, rather than a customer’s home, is 
the proper place in which to service a 
vast majority of the cleaners and other 
electrical appliances in need of repair. 
On a service call involving no more 
than a belt change, replacement of a 
headlight bulb, fixing a switch, or some 
minor adjustment, Bender naturally 
handles it on the spot. Otherwise, the 
appliance takes a ride to the repair 
department in the cellar of his home, 
1009 Parkside Ave., in a suburban area 
of Trenton. 


3en- 





Specializing in repair of vacuum cleaners, C. H. Bender of Tren- 
ton, electrical appliance serviceman, strongly favors routine shop 
treatment as against making repairs in customers’ homes. 


A machinist, Bender recently installed a lathe in his home-based 
shop where he now turns out many replacement parts he finds it 
difficult to purchase through the usual channels. 


The Shop Picture 


First, here’s the shop picture: 

A work bench, the all-important fix- 
- ture spotlighted in many repair depart- 
ments, occupies but a small space in 
his shop lay-out. Dwarfed by a lathe, 
flanking one end of the small work 
bench, at the other end is another bench 
carrying a sizeable electric motor, com- 
plete with and buffer 
wheels. Also bolted to this same bench 





The only one in the city, according to Bender, this special clean- 
ing device for vacuum cleaner dirt bags turns the trick in ten 
seconds, opening clogged pores which cut efficiency. 


After a complete overhaul, when a cleaner is returned to a cus- 
tomer, it is not only rebuilt inside, it looks like new on the outside, 
too, as a result of Bender's thorough job at the buffing wheel. 


wire brush 
is a motor-driven bag cleaning device. 
All in all, it adds up to a highly-efficient 
repair shop. 

With the possible exception of the 
lathe, the latest addition to the shop, 
the bag cleaner is the apple of Bender’s 
eye. He is mighty proud of it. 

“The only one in Trenton,” he says, 
pointing to it, “and I certainly appre- 
ciate the job it does for me. Matter of 
fact, I overhaul it once a month to be 
sure it is right. 

“Unless the pores in a dust bag are 
clear, a vacuum cleaner does not oper- 
ate efficiently. Only as much air as 
flows out through those pores can be 


Sucked in at the business end of the 





of line. Cut down the flow through the the long narrow slot along the top of man, conducting an electrical appliance around appliance repairman. I don’t 
b bag because of clogged pores, and the the tube. Okay, that one is done. service business almost entirely on his even bother to order them any more; 
st Cleaner loses pick-up. “If the bag is particularly dirty,” ywn, have for a lathe? I turn them out right here on this lathe. 
<a lis device is merely an adaptation were his final instructions, “turn it ——— “Otherwise, replacements giving me 
ye of a vacuum cleaner. It’s a case of inside out and give it another whirl.” y the most trouble these days are heater 
_ employing one vacuum cleaner to clean A shaft inside the tube, running the ‘The current scarcity of many re- elements, toaster elements, and the 
the dust bag of another vacuum length of it, revolves a brush at high placement parts, particularly on older ringer head gears on some types of 
ae Cleaner.” speed. The bristles loosen the dust models of certain appliances, hasn't washing machines.” 
, he Well, how about a demonstration ? from that portion of the bag which is bothered me since last February when Primarily intereste I in doing a bang- 
“Certainly. Just slip a dust bag over automatically pulled taut against the I was able to get my hands on this up job on the repair of Hoover vacuum 
on the tube, snap the motor switch, then slot. Air suction then clears it in the lathe. What parts I can’t buy, [ usu- cleaners, his shop being rated by The 
turn bag slowly for about ten seconds usual vacuum cleaner manner. uly can make. Take some of the bear 
until all parts of t have passed over What use does a home-based repai ngs, for example, needed by an all- (Please turn to page 115) 
SING 
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Registration desk of the Home Planners’ Institute in January when classes began 


HREI undred and fifty met Che course as planned is one which 


Pomona, Cali can be appropriately applied to attract 


fornia recently registered and and instruct prospective homebuilders 
ittended classe ver a 17-week period n all parts of the country—in fact, so 

ler to learn facts of interest, elec- eager has this waiting post-war market 
t il and otherwise, concerning the shown itself to be and so manifestly 
building of the homes they plan to advantageous to the various building 
construct after the war. The “Home _ interests is this type of instruction that 
Planners’ Institute” in which they par it is inevitable that similar program 
ticipated is the brain-child of H. C. will be set up in other communities. 
Rice, merchandise manager of the In some areas the lumber industry has 
Southern California Edison Co., who, already initiated somewhat similar 
as chairman of the Adequate Wiring study groups. By taking the lead in 
Committee of the Pacific Coast Elec- Pomona, the electrical industry insured 
trical Asso m worked out this for itself a prominent part in the pro- 
method of reaching prospective home gram for the telling of its own story. 
builders with the story of the import- The work of the committee in charge 
ance of adequate wiring. was to arrange details of the course, to 


decide upon the subjects to be covered 

7 Ll o : . . . 

Pomona the “Guinea Pig and the place of meeting, to assist in 
The idea grew from a conversation 
Building 


California, 


the obtaining of speakers, and to ar- 
with a representative of the range for advertising and publicity. 
\ subcommittee was given charge of 


and Loan Associations of 


] 





who expressed the special interest preparing a descriptive booklet in the 
which financing bodies take in seeing form of a three-page folder with an 
that the homes they are called upon to 4ttached reply card for enrolling in the 
finance are modern in wiring and other Course, which was mailed to adult edu- 
details. s they will remain good Cation lists. Extra copies were pro- 
sales risks \ ’ ‘ mnsiderable period vided to be given to the co sponsors 
With the cooperation of the electrical t the program for distribution to their 
industrv P mittee vas formed customers Each branch of the build- 
which selected the city of Pomona as img industry which took part ran its 
the guinea-pig and met in the office wn display advertising, including a 
of the Southern California Edison standard registration form coupon as 
Company’s division manager there, to Part of the copy. 

| | 1 

pan ways and means Of reach Ad Announces Course 
prospective home builders in that com 

munity. The adult education depart- It was found that $300 would cover 
ment of the city was represented by the expense of running a jointly-spon- 


Julien Brannan who became 
of the program, 


announcement in the 
two or three times 


sored 


é local 


srectar 
director 


display 


papers and 
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lo Make POST-WAR HOMES] 


. 


Klectrical 


In Southern California, the city of Pomona 
was picked as a "guinea-pig" in a com- 
munity experiment to teach prospective 
home builders what they should know... 
The story of the Home Planners Institute 


By CLOTILDE GRUNSKY 








this amount divided the 
thirty co-sponsors at a cost of $10 each. 
Many would have been glad to con- 
tribute more, but it was felt that equal 
participation by all was desirable. It 
was finally decided to leave the pro- 
viding of scrapbook to those taking the 
course, at a cost of about 75 cents. A 
textbook, “Plan Your House to Suit 
Yourself,” was recommended, but not 
made mandatory. 


was among 










Seventeen Lectures 





The lecture program was planned to 
fit in to the regular requirements of a 
school semester program. In the case 
of Pomona seventeen lectures were 
planned, each of two hours duration, 
from 7:30 to 9:30 in the evening. The 
school men on the committee from their 
experience made it clear that ten lec- 
tures is the minimum required to set 
up any satisfactory course. Subsequent 
institutes have standardized the course 
on this basis, with ten weekly meetings, 


(please 













H. C. RICE 
Manager Domestic Sales 
Southern California Edison Co. 





turn to page 108) 













































































































































One of the lectures, with 400 in attendance 
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Cost of 


Appliance Distribution 


ITOR’S NOTE—The figures 
en on this and pages 28 and 29 
taken from the as yet unpub- 
red (in full) report on Distribu- 
Vethods and Costs, Part IV, 
made by the Federal Trade Com- 
mission to Congress, March 2, 1944. 
e following text 1s a part of the 
issued by the 
Federal Trade Commission. 


M 


published summary 


ANUFACTURERS of electric 
household appliances 
pursued the general policy of 


1 
nave 


lying many improvements in ap- 
and service- 


ability in annual models, taking maxi- 


pearance, convenience 


um advantage of the sales appeal of 
dded features and changes in appear- 
ance, much as has been the practice in 
Since most 
ippliances have fairly long useful life, 
numerous used appliances are taken in 
trade in selling new appliances. Many 
trade-ins have possibilities of additional 
service. The disposition of the trade- 
ins follows closely the pattern of the 
sale of used automobiles. 


the automobile industry. 


The average cost of distribution for 
21 manufacturers of household electri- 
cal appliances, with aggregate sales, in 
1939, of $160,493,106, was 18.54 cents, 
inluding outward _ transportation 
charges. Twenty-five manufacturers 
with aggregate sales of $228,116,217, in 
1939, excluding outward transportation 


DISTRIBUTION EXPENSE OF 82 


Wholesale and Retail Figures from Fed- 
eral Trade Commission for year 1939 


{See pages 28 and 29 for details) 


15 84 Pro- 
vision for bad debts was 0.23 cent for 
the 21 manufacturers, and 0.25 cent for 
the 25 The 
profit per dollar of sales was 7.05 cents 
tor the 21 manufacturers and 7.28 for 
the 25 manufacturers. 

Two manufacturers with aggregate 
sales of $19,333,048 who sold direct to 


retail dealers, had the lowest average 


charges, averaged 


cents. 


manufacturers. average 


costs, namely, 12.5 cents f.o.b. plant, 
compared with 15.21 for 14 companies 
with aggregate sales of $135,677,487 
selling to both wholesalers and retail- 
ers, and 17.90 cents for 9 companies, 
with aggregate $73,105,682. 
The cost of advertising for the 9 com- 
panies selling through wholesalers was 
6.67 cents per dollar of sales, compared 
with 5.46 cents for the 14 companies 
selling both to wholesalers and retail- 
ers, and an average advertising cost of 
3.4 cents for the concerns selling direct 
to retail dealers. 

Fifty-six wholesale distributors with 
aggregate sales of $33,727,000, in 1939, 
had an average cost of distribution of 
18.55 cents and an average provision 


sales of 


RETAILERS OF 


for bad debts of 0.44 of a cent. Eleven 
companies operating in the South At- 
lantic States had the lowest average 
cost of 15.88 cents per dollar of sales 
with 19.56 cents for the 
South Central States, 19.89 cents for 
the North Central region, 20.37 for the 
Pacific Coast States, and 23.13 for the 
North Atlantic region. 

Eighty-two retail dealers with ag- 
gregate sales of $11,625,789, in 1939, 
had an average cost of distribution of 
30.51 cents. The lowest cost was 27.61 
cents in the South Central States, 30.47 
cents in the North Atlantic region, 
31.67 cents in the North Central sec- 
tion, 33.40 cents in the South Atlantic, 
and 33.52 cents per dollar of sales in 
the Pacific Coast States. 

The average cost of distribution for 
household electrical appliances from 
the manufacturer through the whole- 
saler to the retailer to the consumer, in 
1939, was approximately 53.35 cents of 
the consumer’s dollar. Of this total the 
manufacturer’s cost was 10.16 cents, 
wholesaler 12.68 cents, retail dealer 
30.51 cents. The average margin of 


compared 


profit was 4.56 cents for the manufac- 
turer, 1.09 cents for the wholesaler, and 
1.11 cents for the retailer, or a total 
of 6.76 cents out of each consumer’s 
dollar. 
covering cost and profit from the nianu- 
facturer to the 60.11 
Two selling 
their product direct to the retail dealer 
reported lower costs and margins than 
manufacturers selling through whole- 
through 
wholesalers and partly direct to retail- 


Consequently the total margin 


consumer was 


cents. manufacturers 


sale dealers alone or partly 


ers. The cost of these two more effi- 
cient manufacturers, including pro- 
vision for bad debts, in 1939, based 


upon the consumer’s dollar, was 12.64, 
these manufacturers’ profit 13.33 cents, 


the average retailer’s margin 31.62 
cents, making a total margin from 
manufacturer to consumer of 57,59 


cents, compared with 60.11 cents for alk 
manufacturers. In other words, the two 
efficient manufacturers made 
average profits of 13.33 cents compared 
with the average of 4.56 cents for all 
manufacturers, while the consumer 
benefiitted to the extent of 2.5 cents 
per average dollar of sales. In this 
connection it is interesting to note that 
one manufacturer of electric refriger- 
ators, after a study of its distribution 
costs in 1939, began direct sales to deal- 
ers and at the same time reduced its 
prices materially, which price reduc- 
tion was soon met by several competi- 
tors. 


more 


(Please turn to page 28) 


HOUSEHOLD ELECTRICAL APPLIANCES BY GEOGRAPHICAL SECTION 
































North | South | € 

SUMMARY | Ait. | itt | ea | S| rem | ct 
Number of companies. . . | 17 12 | 34 | 12 | 7 | 82 
Net sales....... $3,124,209 $1,312,812 $3,349,340 | $3,237,120 | $602,308 $11,625,789 

Cost of merchandise sold (net). . 2,174,319 87,903 2,288,652 | 2,168,766 | 429,808 949, 
Gross margin 949,890 424.909 1,060,688 | 1,068,354, 172,500 3,676,341 
Total distribution expense $951,856 $438,424 $1,060,676 $893.61 5 | $201,911 $3,546,482 
i aa i oe te a ae —$1,966 | —$13,515 | +$12 | +$174,739| -$29,411 +$199,859 

CENTS PER DOLLAR OF NET 
Met seles......... 100.00 100.00 100.00 100.00 | 100.00 100.00 
Cost of merchandise sold (net). . 69.60 67.63 68.33 67.00 71.36 68.38 
Gross margin....... 30.40 32.37 31.67 33.00 98.64,  ~—s«31.62 
Distribution expenses: | 

Compensation of officers....................... 5.48 4.83 5.19 2.96 8.71 4.78 
Other salaries and wages... .. 16.46 15.90 12.96 17.13 11.61 | 15.32 
—_S ee 1.47 2.06 1.98 2.62 2.02 | 2.03 
Taxes: Social security & unemployment 83 ~ 84 59 73 .68 .73 
er (excluding income tax) 46 45 .70 2.15 .64 1.01 
Advertising expense............. 1.33 1.07 2.64 4.31 1.81 2.53 
er distribution expense (net)... .. 4.43 8.25 7.61 —2.29* 8.05 4.10 
Total distribution expense........ 30.46 | 33.40 31.67 27.61 33.52 30.50 
ae ie gh deta ORY, Sal Se aE PIR a —.06 | —1.03 | less than +.01 +5.39 —4,88 +1.12 


| soil 





« Deduction due to netting “other operating income" against “other distributi pense" as 
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Cost of APPLIANCE 


NET SALES, COST OF MERCHANDISE SOLD, GROSS MARGIN AND CENTS PER DOLLAR OF NET - 
BUTION EXPENSES OF 82 RETAILERS OF HOUSEHOLD ELECTRICAL APPLIANCES GROUPED BY Sizes OF Cirle —— 1939. 
(From Federal Trade Commission Based on Reports to Bureau of Internal Revenue) 





Number of companies 
Net sales. ... 
Cost of merchandise sold (net) 


Gross margin 
Total distribution expense 


Balance 


Net sales.......... 
Cost of merchandise sold (net). 


Gross margin 


Distribution expenses: 
Compensation of officers 
Other salaries and wages 
Rent expense 
Taxes: Social security & unemployment 

Other (excluding income tax) 

Advertising expense ' 
Other distribution expense (net) 


Total distribution expense 
Provision for bad debts 


Total distribution expense & provision for bad debts 


Number of companies. 
Net sales. ... aaa 
Cost of merchandise sold (net) 


Gross margin. .. 
Total distribution expenses. . 


Balance 


Net sales...... — 
Cost of merchandise sold (net) 


Gross margin 


Distribution expenses: 
Compensation of officers 
Other salaries and wages 
Rent expense oa 
Taxes: Social security & unemployment 

Other (excluding income tax) 

Advertising expense 
Other distribution expense (net) 


Total distribution expense 
Provision for bad debts 


Total distribution expense & provision for bad debts 


Number of companies. 
Net sales Gas 
Cost of merchandise sold (net). . 


Gross margin 
Total distribution expense 
Balance. . 


Net sales seth ae iit ct 
Cost of merchandise sold (net) 


Gross margin 


Distribution expenses: 
Compensation of officers 
Other salaries and wages 
Rent expense... 
Taxes: Social security & unemployment 
Other (excluding income tax) 
Advertising expense 
Other distribution expense (net) 


Total distribution expense 
Provision for bad debts 


Total distribution expense & provision for bad debts... 


* Deduction due to netting “other operating income” against “other distribution expense” 


North 
Atlantic 


South 
Auentic | 


North 
Central 


an 


— 


Total All 
Divisions | 





6 
$2,116,280 
1,505,261 


611,019 
620,596 | 





$87,635 
69,976 


11,659 


16,483 


CITIES OVER 500,000 
0 


$1,720,800 


7 


1,130,077 | .... 


590,723 


588,372... 


24 
$3,924 715 
2,705,314 


1,219,401 


1,295,454 





—$9,577 | 


100.00 
71.13 





+$1,176 


+$2,351 


CENTS PER DOLLAR OF N 


100.00 


100.00 
65.67 


34.33 


+$6,050 


100.00 
68.93 


31.07 





5.08 





4.4% 
16.00 





$558,363 | 
358,532 | 


199,831 


CITIES = TO 500,000 


$627,605 


426,850 
200,755 


$1,019,787 
746,104 


273,683 


6 
$631,961 
445,731 | 


186,230 | 


| 
| 


$602,308 


$3,440,024 
429,808 


1,032,999 





195,713 291,279 987,042 


188,127 


201,911 | 


1,094,072 





—$20,524 —$13,359 


+$4,118 


100.00 | 
64.21 | 


35.79 


CENTS PER DOLLAR OF NET SALES 


100.00 
68.01 


31.99 


100.00 
73.16 


26.84 


— $1,897 


100.00 
70.53 


—$29,411 


—$61,073 


100.00 
71.36 


100.00 
69.97 





29.47 


30.03 





5.19 


4.49 





os 
“Pon 


~~ 











w 


3|38| taeseer 


w 
re 





3 
$449,566 | 
310,526 | 


139,040 


3 
$597,572 
391,077 


| 


CITIES — 100,000 
6 


$608,753 
412,471 
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I, aly ETS COs @ wd Suga» ood oe + > « skew eran « Al 1.29 .68 1.16 .90 89 
Other distribution expense (net)......... 2... 002200 c cece cece es 4.99 4.87 4.71 5.71 5.78 5.15 
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ee me ES ee ae eines .33 Al .38 .36 .80 43 
Total distribution expense & provision for bad debts.......... | 21.19 16.52 | 16.42 17.37 20.96 18.15 
SUMMARY 
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Servicing CROSLEY I 


Replacing Compressor Seal Assembly With New Style Assembly 





tvle compressor open. Operate the compressor until the compound 
can be affected gauge indicates approximately “O” pounds. Thus 
replacing the compressor crankcase and the oil in the crank- 
it pos case have warmed sufficiently to vaporize any re- 
ng the frigerant that is condensed in the oil. Also, the 
‘rgency refrigerant pressure has been relieved in the crank- 
‘ case and, therefore, no loss of refrigerant or oil 
will take place when the compressor seal assembly 
s removed, 

Close discharge shutoff valve. Remove belt 
tro fly wheel Remove compressor body from the 

unit and mount in bench vise. 


- * 


Remove flywheel nut, washer and bolt so that flywheel 
may be removed from crankshaft. 12 , 
Pp 


13 Ir 


. 
(f 
o 
3 Reverse position of compressor body in vise. 6 Remove thrust ball bearing ard retainer. 1 Remove old seal diaphragm, gaskets and dis ard. 14 A 


If equipped with oil absorber and retainer, remove se 
and discard these also. the sea 


5 Remove thrust spring. 
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REFRIGERATORS 





11 Be sure and retain these parts. 


Remove*cork washer from seal cover plate and re- 
place with new one. 


gasket. 


14 After installing the Neoprene rubber gasket and the 
seal seat ring against the shoulder of the crankshaft, 
the seal diaphragm may now be installed. 


‘ 


15 Now apply the thick (.020) lead gasket and the 

spacer ring. The spacer ring now furnished with 
this kit is to be used between the cover plate and the 
seal and allows the use of the old cover plate. If the seal 


| being replaced is one of the older type seals, it is not 


necessary to use the spacer ring, as cover plate is recessed 
to take this type diaphragm. Discard ring and use same 


\cover plate. 


16 Now apply the seal cover plate. 


17 Line up all parts on seal centering tool and care- 

fully slide into position on the crankshaft and hold 
in place with seal cover cap screw. Be sure that there is 
no dirt inside the centering tool or on the shaft and 
assemble the seal cleanly with only a coating of refrigera- 
tion oil on its surface. 


1 Remove centering tool and replace flywheel. When 

using the spacer ring it may be necessary to grind 
or file another groove in the crankshaft to provide operat- 
ing clearance between the flywheel and compressor. This 
groove should be on the opposite side from the original 
and the center of the cut, one-quarter ('/4) inch from 
the end of the shaft. This groove is to accommodate 
the hub bolt so that the flywheel may be firmly mounted 
on the shaft. 





HIS is one of a series of “how to" service articles 
on specific makes of electrical appliances. These 
step-by-step operation instructions are prepared 
by Electrical Merchandising, in cooperation with 
the manufacturers, and carefully checked for ac- 
curacy. Already published are similar service 
articles on the following makes of appliances: 
February, 1941); ranges (Au- 
gust, 1943); Maytag washers (April and Septem- 
ber, 1942); 
1942); Premier vacuum cleaners (November, |942) 
(March, 1943); Speed Queen 
1943); wringers (June, 1!943); 
April, 1943); General Electric and 
irons (April, 1943); 
1943); 


Westinghouse irons 
Knapp-Monarch toasters (November, 
ironers 


March 


lronrite ironers 


Simplex 
washers 


Electric 
Type CA 


Hotpoint General 


washers May refrigerators, 





PREVIOUS SERVICE ARTICLES 


(October 
wringers 
1943): washers (July, 1943); 
ber, 1943): toasters 
April, 1944); Lovell wringers (June 
1943): 


Easy washers and 


1943): 


September 


Blackstone ironers (May, |943 
1943); Universal irons (May 
percolators (Oct 
November, 1943); cleaners 
1943): Hot- 
point ranges (June washers and 
1943); 
1943); Chromalox electric 
1943); Thor 
refrigerators (N 
1943): 


Telechron clocks 


Apex 
ironers ironers 
Auaust 
September, 
1943); 


Bendix washers 


range units 
washers 

Norge >vember, 
November 
(December, !943); 
Dexter washers 
1944 Motorola “radios (March, 1944 
1944); 1900 washers (May 


Gibson refrig- 

Febru- 
Apri 
ABC 


1944). 


erators 


ary, 1944); March and 


washers (Apri! 
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Servicing CROSLEY 
REFRIGERATORS 


CONTINUED FROM PAGE 31 











An extension cord plug with contacts shorted is an 
excellent piece of service equipment to make con- 


; tact with the female plug at the end of the control cable. 


The Capacitor 


The capacitor serves to provide the necessary 
“kick” to start certain types of motors. When the 
capacitor fails, the motor will labor as if under 
heavy load, or will only “hum” or “buzz” and 
finally the overload protector will trip. 





ant flov 
tube mi 
necessit 
2 Place thrust ball bearing in retainer and install with / : a a ; ig 
thrust spring. Follow with thrust plug and tighten. 3 Insert shorted plug in control cable. If refrigerator ce : | 
unit starts this will prove that the thermostat is at “4 
fault and should be replaced. ’ ye \ 

Check the oil level in the crankcase re ving i 9 itiehp : 
oil filler plug and inserting a measuring rod into : * 
he oil filler hole until it touches the bottom of the ‘ - . 

*rankca If tl | level is very low (about 4 : > i HW . : 
n. above the bot yf the crankcase as shown on A |. «= y 
the rod) add only two or three ounces of Crosley my hse ne 4 
refrigeration oil Also add enough refrigerant (2 ol : 4 deal 
he nit toh wercharo + H 4 P 
slight heed wets aptirs sax Bo pinion yi] he a : : , 1 Should the capoctter fell, — the two serew 
> ang wator and raise the level to the proper : a which fasten the relay to the unit base. (Note that 
ae eat oe - a some units have the capacitor mounted externally and 
height in the crankcase. If the oil level is about a it will be necessary to remove relay.) 
1 in. above the bottom of the crankcase, no oil 
should be added. but 2 to 5 oz. of refrigerant sh 
= 2a re i,t Be tos z. of reirigera it h wuld | ? “a 
ye charged into the unit so that the unit is slightly , 
; b be | 


overcharged and oil will return from the evapor- 


ator t uise the level to the proper height in the Remove escutcheon plate or baffle and replace 
crankcase thermostat. 
Checking Non-Operating The Rel wy 
Sealed S stems The relay is a simple switching device which “> ’ _ 
operates by thermal action. Internally, there are ¥ 





contact points which are opened or closed accord- 
ing to the amount of current flowing through the 
circuit. These contact points may become worn or 
pitted after a period of time. If this occurs, one 
of two conditions will result; the unit may fail to 
start, or it may operate on extremely short cycles, 
TEMPERATURE CONTROL producing little or no refrigeration. 3 Rem 


| Loo: 


at ¢ 


The Crosley sealed system is the same as other 
conventional types, insofar as it must be returned 
to the factory for rebuilding and repair. All that 
may be serviced in the field are the temperature Remove one lead of the capacitor so that it is dix 


control. the rel und the capacitor. connected from the circuit. 






1 lf the cabinet interior light will light and the motor 1 Tapping the case will sometimes improve point con- Connect a new capacitor. If the unit now operetes 
will not run or click on and off, the temperature tact and the relay will operate normally for several normally, the trouble has been corrected. 

control Is the most likely to suspect. To test, remove the cycles. 

terminal assembly. 
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Changing The 
| Capillary Tube 


Practically all Crosley belt-driven units use the 
capillary tube as the means of controlling the refriger- 
ant flow. Because the orifice is very small, the capillary 
tube may become plugged with foreign material. This 
necessitates its removal and replacement with a new one. 


2 To remove the capillary tube the backing plate must 
be removed. 


3 Remove four screws and retain with backing plate. 


4 oosen and remove capillary nut to disconnect tube 
+ strainer. 
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Loosen and remove capillary nut to disconnect tube 
at evaporator. 


‘6 Remove old capillary tube. 


Hold new capillary tube in place to determine correct 
length. 


After checking for length, cut to fit. It is recom- 
mended that the sharp edge of a file be used. Di- 
agona! cutters will pinch and restrict the tube. 


1944 


: Ph i 
4 Now break the tube after starting the cut with the file. 


/- 


1 Now screw nut into evaporator fitting and tighten. 

Before tightening the nut extreme caution should 
be exercised to prevent the capillary tube from contacting 
the inside of the evaporator fitting. 


12 Again cut (with file) to 
position. 


13 Assemble capillary tube to strainer with another 
new capillary nut and tighten. Do not contact screen 
in strainer with end of capillary tube. 
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Y OT many folks today areaware gram. Out in the kitchen his wite 

that it w 1e Amos and witched on the electric range. Right 

- Andy radio program that away the volume of sound from the 
brought about another great develop- radio would drop to where father 


ment and im 


range—the | 


yrovement in the electr couldn’t hear Amos and Andy and 


vad balancing switch. their didoes 


There was a time when the Amos The result was a series of com- 
and Andy program peaked almost plaints that brought trouble-shooters 
everything in radio for interest. One on the run. Out of it all came the 
cartoonist call: “The American load balancing switch which made not 
Angelus.” When the program was only the public but the utilities grate- 
shifted to ye on at O p.n it broke ful. 
squarely when most families were busy The idea was to pull in electricity 
getting dinner. This brought about the from a third wire with the result that 
trouble. The old man would come there would be no voltage fluctuation 
home and while sitting in the living on the 115 volt line which was bringing 
room waiting for his dinner would Amos and Andy’s conversation. 
switch on the Ar and Andy pro- Three-wire systems, which put 220 











One of the most important developments in the history of the electric range was 


the load-balancing switch. Here is a Hotpoint demonstration in progress at- the 
Bureau of Power & Light in Los Angeles, about 1928. Note also, old-style oven timer. 








ae 
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It is hard for the outsider to think of 
electricity being slow at anything. But 
that is the description given the first slow 
break switches for electric ranges. The 
idea was to avoid arcing which always 
threatened to burn them out. S. C. 
Williams, chief engineer of Hart Mfg. 
Co., Hartford, says this was the switch 
which Hart originally developed for the 
Walker-Pratt Co., Watertown, Mass. It 
was the first with this principle. Later 
rotary types evolved. 


volts on the plate and used it as needed 
solved an awkward situation. 


Switches Were Weak Spot 


Indeed switches had been a weak 
spot in the early electric range. Here 
was a household device carrying a lot 
more electricity than anything else 
heretofore seen about the home, and 
it was turned on and off more fre- 
quently. No wonder the domestic type 
switches first used took a _ severe 
beating. 

The earliest switches that appeared 
in American homes were of the knife 
type. It was no time at all before it 
became apparent that these were dan- 
gerous and they were followed by a 
one-way snap action switch mounted 
on a wood base. The operation took 
place by means of a spring with a 
cam action. 

The pushbutton type of domestic 
switch came in between 1905 and 1910 
and the toggle switch about 1922. 

The rotary’ switch, which revolved 
in one direction, was the first to be 
used on the electric range. It was not 
particularly satisfactory on account of 
the heat. The fiber insulation dried 
out and shorts occurred. 

The problem of engineers working 
on switches has been to (1) build long 
wear and life into them; (2) create 
switches which would balance loads; 


_ ployed to get the effect, and some 


JUNE, 1944—ELECTRICAL MERCHANDIS 


and (3) perfect switches which would 
not be destroyed by arcing. 


The Arc Aagle 


We will consider the arc angle 
first, because it has been the most dra- 
matic feature of switch development. 
When you break a flow of current, 
there is always an arc as the flow is 
pulled apart. Electric ranges, as you 
know, are frequently switched on and 
off. The arcs set up by the switches 
are just as hot as anything that weld- 
ers use, and these arcs are likely to 
burn out the switch if long continued. 

Indeed, it has been said that had it 
not been for alternating current, the 
electric range might never have been 
developed at all. Direct current has a 
peculiarly persistent arc and it has been 
difficult to lick it successfully. With 
earlier ranges using alternating cur- 
rent, a rotary switch was considered 
best because it was rapid acting. The 
idea was to break the current as quickly 
as possible in order to make as small 
an arc as necessary. 

It was from switches used on the 
early gas-filled lamp and the automatic 
flatiron that range engineers got their 
ideas. As early as 1927 engineers 
noticed that alternating current had 
to go through zero 60 times a second. 
At this point—zero—the current broke 
itself. All that was necessary was 4 
slow make-and-break switch which 
would take advantage of this phenom- 
ena. Gas-filled lamps and _ flatirons 
were among the first to benefit by this 
development as they too were affected. 

A toggle switch operated by hand 
and not by springs, seemed the logical 
way to get a slow make or break effect. 
The weakness of this design lay in the 
fact that if snapped sharply by the 
human hand, it could transfer polari- 
ties and short circuit. 

One of the early ranges employing 
the slow make-and-break switch was 
the Crawford, which was manufactured 
in Philadelphia. Harry Parsons, who 
is today vice president of Landers 

Frary & Clark played a part in pic 
neering. Little ball bearings were em 
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these bearings fell out on the floor, 
much to the discomfiture of salesmen. 
New design went back to the rotary 
type switch, which could only be 
turned at the prescribed rate of speed. 
[It may be said that switches from 1935 
on have virtually given no trouble. In 
refinement, modifications have oc- 
curred. The first of the slow make- 
and-break switches were a built-up 
type with a shaft and cam. This was 
followed by a flat type controller which 


| IKE some of our chemical elements, 
4 which were doped out before any 
one ever saw them, the slow make-and- 
break switch was a product of an engi- 
neer’s theory. 

It was related to Al Smith of the 
Walker Pratt Mfg. Co. He took the 
theory back to his plant and in co- 
operation with George Hart of the 
Hart Mfg. Co., and Ralph Patterson 
of the Walker & Pratt Co., started 
the experimental work to see if it was 
sound. 


Fast-Breaking Switch 


The early range using direct current 
employed a switch which had a fast- 
breaking wide gap. Brass or phos- 
phorus bronze was employed for the 
contacts, and eventually the arcs that 
resulted in the closing or opening of 
the switch would pit these contacts. 
In this type of switch you had to wind 
up a spring to make it work. Springs 
would break, the pillar 4nd contacts 
would get out of alignmentand eventu- 
ally the switch was burned out. Every- 
body knew that a lot of things should 
be done to switches. 

It was appreciated by 1933 that the 
days of direct current were past, 
for general household use and the 
tange of the future would have to 


deal with alternating current. As had 
been shrewdly guessed, what was 
nee 


ed was a switch with a breaking 
speed in synchronism with the current. 
It might be possible to hit the zero 
Point just as. the switch went on or 
off. The result would be simple; 
No current, no arc. A switch with a 
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not only was smaller, but lent itself 
to any kind of circuit. 

One thing the present generation 
never takes into consideration is how 
the life of switches has been length- 
ened by good design and better ma- 
terials. 

1. The first were made of porcelain 
bases and standard parts similar to 
house type switches, and lasted about 
5,000 cycles (turning on-and-off). It 
would operate only clockwise. 


ae *& Be & 


2. The next switch changed from 
fiber washers to one-piece Bakelite in- 
sulation and this jumped the life up to 
around 12,000 cycles. 

3. About 1926 came the demand for 
reversible switch and a year or so 
later the three wire, loading balancing 
switch was needed too. Switches were 
then designed using cold molded bases 
and a new reversible release mechan- 
ism. Life jumped to 36,000 cycles. 
Today’s switches easily go in life up 


Harry Parsons’ Story 
of the Slow Make-and-Break Switch 





First a foolproof switch had to be 
evolved that would give endless wear. 
Then it had to be “thinned” down to 
sylphlike proportions. This modern model 
was contributed by L. Kempton, today 
with Dole Valve. 


slow break seemed logical and a little 
more thinking made it apparent that 
the switch should be planned to have 
a small gap. If you failed to break 
the current at zero there was so little 
arc that it would extinguish itself at 
the zero point of the a.c. sign curve. 
If you pull an arc out it gets bigger. 
Therefore limiting the arc to a small 
one seemed to be the solution. The 
early engineers realized that you needed 
contact points made of metal that was 
a good conductor of electricity, one 
whose oxide would continue to be a 
good conductor. They had found out 












that an oxide in brass or phosphorus 
bronze was resistant to the passage 
of electricity and cut down the switch’s 
efficiency and life. It was hoped that 
a contact metal could be worked out 
that would throw off a gas which 
would help extinguish the arc. Eventu- 
ally silver was selected and it was a 
success as it met all the above re- 
quirements. 


Multiple Switch 


The switch that came out of this 
huddle was not produced as a single 
unit. It was a bank of six toggle 
switch sections, the original idea being 
to permit the operator to take the 
switch apart and replace the contacts 
when necessary. It was designed only 
for low and high heat. 

“I carried a wooden model of the 
switch around with me in 1933,” said 
Mr. Parsons. “It had a cam for each 
switch. In the center of the toggle 
handle was a fluted metal piece. In 
the center of the switch block was a 
steel ball that rested on a coiled spring. 
The spring and ball merely held the 
lever in off, high, or low position. The 
operation took place through cams on 
the end of the toggle lever which would 
brush a movable contact against a fixed 
one. The underwriters called for 
20,000 cycles (for a test which con- 
sisted in switching the device on and 
off 20,000 times) and the first model 
went up to 200,000 cycles. Later ones 
were good for more than 500,000 
cycles. 

The gap between the points was 
narrow—sznds of an inch. The switch 


THE DEVELOPMENT OF DETAILS . 












oe 
Fourth in a series by Tom F. Blackburn 


to 60,000 cycles, or many times more 
twists than the average family can put 
on them during the lifetime of an 
electric range. 

Among the oldtimers who have done 
work on switches were Gerald Hart of 
Hart Electric Co., Getz of Hart & 
Hageman (today Arrow), the Bryant 
Electric Co., Bridgeport, General 
Electric, Hotpoint, L. Kempton, 
who is today with Dole Valve Co. in 
Chicago, and many others. 


worked. The idea was a success. Thus 
another milestone toward electric range 
perfection was arrived at. 

It should be added, Mr. Parsons 
said, that Walker Pratt also brought 
out a selector switch control which per- 
mitted hooking up the timer with not 
only the oven but appliance outlet and 
one surface unit. It was rigged up in 
a 3-gang outlet plate and you plugged 
the clock into different outlets to con- 
trol the oven, service unit or 
outlet. 

(Please turn 


the 


to following page) 








H. M. PARSONS 
Vice-President, Landers, Frary & Clark 
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GEORGE R. BLAKESLEY 


Made his first load balancing switch out 
of pieces of wood and brass. 


L HEN | strict manager fo 
YY Division “A” of the old Wi 
consin Power Light and Heat Co., a 
combinati gas and elect itility 
I was approache e day by the judge 


. 4g HE basic problem is to supply 
many kilowatts from a low v 
secondary circuit f 
minutes without intr 
















ltage 
relat ] rr 

i relatively tew 
ducing objection 
able voltage drop which 


would cause 


undue variation or flicker in lights con- 
nected to the same secondary. Ot 
course, the voltage supplied to the 
range itself must also be sufficiently 


broiling or 


high to insure satisfactory 
sufficiently quick heating up of pans 
placed on surface units, and must not 
exceed those upper limits beyond which 
element life becomes very short. The 
practical amount of voltage variation 
under which a range heating unit must 
operate is much greater than 
electric range designers have had in 
mind, and it been 
acquaint them with the economic situa 









many 


has necessary to 


tion facing distribution system design 
ers in this regard 





PAGE 36 


of it, so I 


A Letter from George R. Blakesley 


found out about them, sold 


a Hughes and installed it. The 


company seemed to think that if I was 


to sell 


could 
lo it in an all-electric town, so there 


electric ranges | 


is where I was transferred. 
Although I was an operating man- 


ager, I found time to do selling. In 
fact I sometimes had more sales than 
much larger towns with a crew of 


salesmen. Whenever I sold a range I 
would take a voltmeter and test the 
range for voltage after it was installed 
|: was generally much to suit 
me, so I figured how to improve it. 

I learned that 20 volts drop, from 
110 to 90, reduced the efficiency of the 
electric range about 41.6 percent. I 


too low 


became interested in electric cookery. 


Hughes’ salesmen J. J. Jones and 
William Etheridge taught me much 
ibout it. I saw it must be improved 


in operation speed and cost of opera- 
tion 
First I trie looping together two 


transtormers on opposite sides of a 


several 
trouble 


supplying 
too 


loop 
That 


secondary 


was much 


inges 


E. E. |. Contribution 


We started this business some fifteen 
years ago, and I think over a period of 
five years that the missionary work 
carried on by the Utilization Section of 
the Edison Electric Institute, Electri- 
cal Equipment Committee, was effec- 
The recommended maximum 
and minimum values of utilization volt- 
Edison Electric Institute Pub- 
lication J-8 are largely the result of 
these electric range power supply in- 


tive. 


age in 


vestigations and are being recognized 
throughout the industry. 

In order to supply the heavy kw de- 
mands of electric ranges over reason- 
ably inexpensive overhead secondaries, 
it is necessary to furnish the bulk of 
this power at more than 200 volts, such 
is between two of the outside wires of 
1 3-phase 4-wire secondary system, or 


keeping a balance. 

Balance, that was the trouble. So 
I reasoned that in practical operations 
the oven and the surface units were 
very seldom if ever used at the same 
time. I decided the best thing to do 
was to balance each unit as much as 
possible, at least on high heat. That 
needed a special switch. Sol began to 
design it according to my ideas if the 
needs were to be accomplished. 

One Saturday night after store hours, 
I started working on it in my room. | 
worked until I could not keep my 
eyes open. I took a few hours sleep, 
had breakfast and started working 
again. I did not stop until evening 
and I went out to get dinner. About 
8 o'clock Sunday evening the solution 
appeared. I kept on trying to find 
other methods but this one seemed to 
be the right answer. 

I went to several manufacturers, 
after making my application for patent, 
but they would not talk until the pat- 
was issued (April 26, 1927). So 
I whittled some switches out of wood, 
made the various parts out of 


ent 


pieces 


Early Development Problems 


From J. H. Foote of Commonwealth & Southern Corp. 


between the outside wires of a 3-wire, 
single phase, grounded neutral sec- 
ondary. In general the voltage drop 
produced when a load is placed be- 
tween the outside wire and the neutral 
of a single phase circuit is four times 
as when the same load is 
served between the outside wires. This 
meant that in the larger wattage 236 
volt elements were practically manda- 
tory. 


as great 


Pollock Experiments 


As far back as 1924, F. W. Pollock 
of the Consumers Power Co. made ex- 
periments with electric ranges having 
open type surface elements and open 
coil oven elements wound for this volt- 
age, comparing the performance and 
voltage drops produced by such a range 
with those produced by ranges in com- 
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of brass, using parts from other 
switches, so that I had four swit 
constructed. 

Then I prevailed upon one stov 


manufacturer to let me build an elec. 
tric range for him. I used thes 
switches, made my own heating units 
demonstrated the electrified gas stove 
in his plant. I pointed out the bal- 
anced voltage on his three wire lines 
the speed with which the heating units 
came up to heat, I even baked some 
bread in the for him. But 
did not sell him. 

I obtained employment as “special 
field representative for a firm wh 
was introducing a new line of electri 
ranges. I tried to talk exclusive fran 
chise to them. But all of a sudden my 
patent attorney started trying to find 
me. Hotpoint wanted to use my thre 
wire, three heat switch which the 
named load balancing. Then all the 
rest followed suit. 

I have enjoyed developing problem: 
and then solving them. I hope to keep 
it up for some time to come, as [| a 
still doing it. 


oven 












J. H. FOOTE 
Commonwealth & Southern Co 
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n use which had 118 volt elements 
ughout. Some of the heating ele- 
ments in the range were of course 
connected to one side of the 3-wire 
circuit, and some to the other, but this 
provided 236 volt load balancing only 
if the entire range were in operation 
or if certain selected elements were 

speration. 

he relative ruggedness of the larger 


wire in an open coil element operating 
at 118 volts appealed to the manufac- 
turers, however, and it was not until 
the development of the load balancing 
switch and the building of a surface 
element in two halves the center point 
of which was grounded and the end 
points of which were connected to 
opposite sides of the 3-wire circuit at 
the high heat connection that real 


The Thermostat 


TOTHING would intrigue your 

4 ‘ great grandfather more, if he 
could come back to earth, than the 
functions of the thermostat. It is a 
perpetual puzzle to those who do not 
understand, how on earth a range 
can turn itself off and on. 

As a matter of fact, the means by 
which this is done were scientific 
curiosities, which, after having been 
invented or discovered, had laid dor- 


mant for years. As long ago as 1775 
it was noted that two strips or bars 


vf metals which had widely different 
rates of thermal expansion when being 
heated and which had been firmly 
bonded at their face contact, changed 
shape under temperature changes. This 
device was called the thermostat and 
it was applied by Bonnemain of Paris 
in 1777 to his Calorefere by which he 
heated buildings. He inserted the 
thermostat in the boiler and it acted 
on the door of the ashpit so as to regu- 
late admission of air. His was of iron 
and (included some) brass. 

This application was used by Kew- 
ley in England in 1816 to open and 
shut doors. 


Ure Patent in 1831 


One Andrew Ure, who was a Scotch- 
man and a physician, took out a pat- 
ent in 1831 and gave the jigger its 
name, “thermostat.” A Mr. Wilson 
obtained U. S. patent 24,896 in 1858 
covering a thermostatic bar metal. He 
too employed brass and steel, but the 
action of the bimetal of this sort was 
so limited that its practical value was 
small, 

Early thermostats were riveted to- 
gether, and since riveting was uneven, 
no two gave the same results. When 
they started brazing, welding or solder- 
ing the two metals together the quality 
improved. 

The low strength, of brass was a 
serious drawback for a time, especially 
for applications involving temperatures 
in excess of 350 deg. F. This weak- 
ness has been overcome by the develop- 
ment of bimetal composed of two steels. 
It was when C. E. Guillaume in 1898 
hit upon the alloy known as “invar,” 
consisting of 36 percent nickel and 
the remainder iron, a new impetus 
was given to work on bimetal. An 


progress was made in connecting the 
full load of a heating element across 
the outside wires of a 3-wire circuit. 

The successful development of 236 
volt sections of surface heating ele- 
ments together with the five- and six- 
heat switching scheme of course has 
solved the problem in a very satis- 
factory manner. With such elements 
and switching facilities all except the 


alloy of iron with 36 percent nickel 
and a negligible amount of other ele- 
ments will have a low rate of thermal 
expansion in the temperature range 
0 to 300 deg. F., where as an alloy of 
iron with 43 percent nickel will have a 
low rate of thermal expansion in a 
temperature range 300 to 600 deg. F. 


Oven Door Thermometers 


Early electric ranges had mercury 
thermometers on their oven doors 
merely to tell the operator what the 
temperature was inside. She was 
supposed to manipulate the oven 
switch to obtain the desired tempera- 
ture. But this did not secure close 
regulataion. At this time the idea of 
automatic control was known, being 
applied by the Taylor Instrument Co. 
to laboratory devices. It was because 
the mercury thermometer was not par- 
ticularly suited to common use that 
bimetal was brought into the picture. 
Early bimetal devices, too, were used 
merely as thermometers, but due to 
the fact that no two of them behaved 
the same way, they could not be cali- 
brated to tell the exact degree of heat. 

It was in 1919 that the trick was 
finally turned to make a thermostat 
control the oven heat—not merely in- 
dicated—by turning the oven switch 
on and off, or to “medium.” A small 
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ABOVE ... The phenomena that two pieces of differing metals, 
placed together in a sandwich, would “boil” out when heated 
wes utilized to create the first device for controlling electric 
It was called the “bimetal” thermostat. 


range heat. 


RIGHT . . . Today the "bellows" type thermostat is ‘most gen- 
In it the heat expands a sort of "peanut oil” 
which thrusts down a tube and operates the heat control. 


erally employed. 
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very lowest wattage heats are served 
at the higher voltage, and most of the 
low voltage situations produced by the 
connection of electric ranges to over- 
head secondary systems can be cared 
for without the expenditures of the 
large amounts of money formerly re- 
quired when this load largely appeared 
between the neutral and an outside 
wire. 
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This is a Robertshaw thermostat actu- 
ated by an over center snap action 
mechanism. Action is controlled by the 
expansion and contraction of a liquid 
which has a high coefficient of expansion. 
This movement is concentrated on a snap 
lever and becomes greatly magnified. 
Consequently the control is very sensi- 
tive to small fluctuations in temperature. 


piece of bimetal—in proportion to the 
oven size—was hitched to a wave 
spring. This spring in turn operated 
a magnetic relay switch which turned 
the current on and off as needed to 
maintain the proper heat in the oven 
under different baking and roasting 
conditions, 

Early electric ranges had mercury 
operation and often inaccurate. Bit 
by bit precision machining of metals 
and “cooking them” in molten salt to 
predetermine their “set” has brought 
them to an accuracy by which they 
can be calibrated for exact heats. At 
the present time the manufacture of 
bimetals is still an art rather than a 
science, and the involved 
constitute closely guarded. secrets. 

It was the change in styling of elec- 
tric ranges that brought out a new type 
of thermostat. Table top ranges made 
it impossible to place bimetal thermo- 
stats—which had to be close to the 
source of heat—in the locations that 
they formerly had. This led to the 
introduction of a new type of heat 
control in which the heat sensitive 
part could be in the heat zone and the 
mechanical moving parts at any other 
place most convenient. 

Bellows thermostats were operated 
by the expansion of a liquid in a multi- 


pr‘ cesses 
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ple bellows. They were used in gas 
ranges prior to adoption by electric. 
H. A, Wilson of Wilcolator did some 
early pioneering with bell and 
Robertshaw made a diaphragm type. 
Among the forerunners of the bellows 
type (later it became 
thermostat was one 


WS, 


a diaphragm) 
nvented by Kirsch- 


ner whose 1914 idea was never used 
on ranges but was employed by Wesix 
Company on fireless cookers and hot 


water heaters on the West Coast. 








The advantage of bellows thermo- 
does not lie so much in their 
sensitivity—they are said to be no more 
accurate nor sensitive than bimetal 
thermostats—but in the fact that they 
can be placed directly in the heat zones 
which it is desired to measure and 
control, and thus give the best results. 
The relay switch which is operated at a 
bellows, may be located 


stats 


distance bv the 
° ¢ 1 


place by the other range 


Early Thermostat Troubles 


From material supplied by V. G. Vaughan 


T the time the Copeman range 
iow taken over by the Westing- 
house Company the thermostats were 
being made by the Oven 
Thermometer Co. of Pequabuck, Conn. 

Frank Thornton manager of 
the engineering department that in- 
herited the electric range in the West- 
This occurred in 
1918 and the business was moved from 


Cooper 


was 


inghouse company 


Flint to Mansfield, Ohio 

I went to Mansfield in 1920 when 
Westinghouse was putting the M2 
range into production. A few years 
later Earl Clark moved from the East 
Pittsburgh motor engineering de- 
partment Mansfield, in the range 
section, and he was later with Bill 
Russell at Mansfield Earl really de- 
signed the first thermostat that we 


Mansfield, which 
consisted of a door-mounted thermostat 
using a strip-type 


made for ranges at 


piece of bimetal 
vertically in the 
door, whereas in the old Cooper oven 
thermostat the hand moved from left 
to right across the face of the door. 

In the early ranges no attempt was 
made to have people cook in terms 
of degrees other than that they cali- 
brated their own thermostat in their 
own range to do their own work in 
their own fashion. 

These Cooper oven thermostats were 
checked at one point only to see that 
they had an approximate calibration. 
They were not very sensitive and there 
was considerable lag between the indi- 
cation for a given temperature in the 
oven going up on the heating cycle 
and coming down on the cooling cycle. 

As people became more conscious 
of automatic cooking they wanted to 
know more about temperatures, and 
they wanted more acurate temperature 
indication, and it was this public de- 
mand that necessitated the develop- 
ment of the thermostat that Mr. Clark 
worked on in which we got a reason- 
ably accurate 


moving a pointer 


temperature indication 


on the pointer as compared with the 
actual temperatures within the oven 
itself, 
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Contact Trouble 


I think one of the little instances 
that occurred on those thermostats was 
in connection with the contacts when 
they first went into production. We 
had a tremendous amount of trouble 
and actually at one time had to shut 
down production while we hunted for 
the difficulty. I don’t know as we ever 
ictually found the trouble, but we did 
find the cure for it, which was one of 
roughening up the surfaces of the con- 
tacts. This caused an increase in the 
pressure on any contact 
point and apparently reduced the sur- 


contact one 


face contact resistance so that under 
light pressures sufficient current will 
flow through the contacts and thus 


result in the tripping of the circuit 
breaker. 

During this périod the Edison Gen- 
eral Electric Appliance Company had 
the maintained temperature range 
automatic control available and sold 
it on a few ranges. A couple of years 
later the automatic idea had taken hold 
so that a number of companies were 
pushing the maintained temperature 
automatic principle in ranges, and this 
of course brought public pressure for 
Westinghouse to have a range of that 
type. 

In order to bridge the gap between 
the receding heat principle (Dutch 
oven) type of cooking which Westing- 
house had been sponsoring for years 
and carry them over into the main- 
tained temperature, a dual-automatic 
thermostat was developed. Here again 
the work was done by Earl Clark. 

This thermostat was just getting 
into good production when I left the 
company in June, 1934, and of course 
the work that has been done on ther- 
mostats for ranges since that date is 
something that I am only vaguely 
familiar with. 

I believe that Landers, Frary & 
Clark was about the third company 
to come out with automatic ranges. 
Joseph Lamb would remember. 

To summarize, I can say that some 











of the earlier problems of range 
thermostats were (1) calibration, (2) 
contact problems, (3) insulation prob- 
lems. Moisture from the steam would 
get into the insulation and around the 





leads and, of course, the wires would 
run at a high temperature and the 
compound would evaporate and in time 
the leads would abrade and either short 
or go to ground. 


Making Thermostats Dependable 


From material supplied by H. A. Wilson 


EFORE the first World War 

all the thermostatic bimetal used 
in this country was imported from 
Germany. When the supply became 
unavailable, we started in this business, 
and after a long period of development 
produced the first thermostatic bimetal, 
which was sold and distributed in this 
country. Since then we have made 
vast improvement over the compara- 
tively undependable material that was 
formerly imported. I may add that we 
had previously been making bimetalic 
products comprised of welded platinum 
and nickel. Thermostatic bimetal was 
similar in nature and development. 


Controlled Heat 


In the surge of development, after 
World War I, the value of cooking 
by controlled heat in the oven of gas 
and electric ranges became more ap- 
parent and was widely exploited. The 
thermostats initially used for this pur- 
pose was actuated by the differential 
action of a rod and tube. This tube, 
however, extended across the top of 
the oven and interfered in the use of 
valuable cooking space. This situa- 
tion caused us to spend a large amount 
of time and money in developing a 
thermostat using thermostatic bimetal. 


The thermostatic bimetal replaced the 
rod and tube and was placed out of 
the way in the side of the oven. The 
new thermostat had a number of 
mechanical and practical advantages. 

In the early 1920’s this business 
was transferred and developed by The 
Wilcolator Co. now in Elizabeth, N. J 

Later on the design of gas and elec- 
tric ranges was radically changed and 
it became very difficult to use the rigid 
type of thermostat. It was then that 
the Wilcolator Co. developed its hy- 
draulic type, which is now employed 
on practically every thermostatically 
controlled gas and electric range. The 
features of these thermostats are a 
new liquid usable in high temperatures 
for the thermo expanding means, the 
employment of a flexible tube between 
the thermostat in the oven and the 
dial on the front of the stove instead 
of a rigid connection, and means for 
compensating against ambient temper- 
atures. The advantages of this type 
were so definite as to cause a practi- 
cally complete substitution of this type 
to those formerly used. The idea for 
this type of thermostat emanated from 
the late chief engineer of The Wilco- 
lator Co., E. L. Fonseca, in collabora- 
tion with the writer. 


Heat Controls Changed 
With Table-Top Models 


By T. E. Graves, Chief Engineer, Wilcolator 


HEN the table top stoves came 

into fashion about 1932 it was 
not convenient to have the thermostat 
located in the side of the oven as it 
prevented the stove from being located 
in a corner or built into a group of 
kitchen cabinets. 

The invention by Wilcolator of the 
bellows operated thermostat solved 
this problem, because with a bellows, 
the thermostat, could be located on the 
front of the stove in line with the 
switches and a flexible tube could 
be run to the oven to respond to 
changes in oven temperature. 

From then on almost all ranges 
equipped with thermostats used this 
principle, not because bimetal could 
not do the job as well, but because of 
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convenience of installation and better 
appearance of the stove. Upward of 
two million stoves have been equipped 
to date with bellows operated thermo- 
stats. 

The first bellows operated electric 
range thermostat was marketed in 
1934. Previously a bellows control 
had been made for gas ranges. 

Bimetal is still a very important ™a- 
terial in the thermostatic industry, and 
is used for the thermostatic element 
in most room thermostats and for many 
furnace controls and air conditioning 
devices, but for the reasons outlined 
above the bulb and bellows filled with 
an expanding liquid is the generilly 
accepted thermal element for kit 
ranges. 








MERCHANDISING 


The Week 


the Line came through 














ild 
he 
ne 
Hs Life hadn’t changed much along that road—not for many a year. Then the electric line came through. All 
' the farmers from Pomfret to Boswell’s Corners signed up for service. One short week started a trend 
ec- which moved them and their families out of the horse and buggy era into the modern world. Each new 
vid piece of electrical equipment and each new appliance brought relief from age-old labor and drudgery. 
nat Farmers, it became evident, find electricity a help in more ways even than their city cousins. 
1y- 
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“ Forty-two per cent of our farms had electric service in investing still more in war bonds—assurance of their 
“ 1943. Governmental and utility programs aim to supply buying power tomorrow. Meet those rural dollars half 
ires it to seventy-five per cent within five years after the war. way by stocking and showing the electrical lines and 
the This will mean an enormously increased demand for items advertised in FARM JOURNAL. Read by over 2'/ 
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As a Norge distributor, 


I KNOW you will have a 
great future with Norge, 
because: 
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1 NORGE OFFERS ALL MAJOR AP- 


PLIANCES UNDER ONE BRAND 
NAME —Norge refrigerators, gas ranges, 
washers, electric ranges and home heaters 
comprise a well-diversified line with which 


to capture multiple sales from each customer. 


NORGE IS THE CHAMPION OF 
INDEPENDENT DISTRIBUTION 


—Norge was first to formally announce a 
postwar policy of independent distribution. 
Norge’s past has been tied up with inde- 
pendent distribution. The factory will not 


compete with its dealers. 


THE NORGE LINE IS PROFITABLE 


—Fair pricing and minimum selling costs 
because of wide public acceptance assure 
good profits to Norge dealers. Combination 
sales to the same customer provide oppor- 
tunities for “plus profits.” Mixed shipments 
keep freight charges down. 


EVERY NORGE PRODUCT HAS 
EXCLUSIVE FEATURES Each Norge 
product is strong on eye-appeal—and is 
backed by exclusive features—buyable 
differences—of convenience and efficiency. 
Norge mechanisms are noted for long, 


trouble-free service. 


NORGE OFFERS PRODUCTS OF 
EXPERIENCE— Many years of designing, 
changing, home testing and improving have 
resulted in true products of experience. Norge’s 


appliance know-how is your protection. 


NORGE PRODUCTS HAVE GOOD 
WARTIME RECORD-—Sturdy construc- 
tion of working parts, plus the convenience 
of nationwide major service centers, has 
won the praise of dealer and owner during 


the “non-replacement”’ years. 


NORGE HAS DEVELOPED MANY 
“FIRSTS”—Many engineering develop- 
ments originated by Norge have subsequently 
become standard in the industry—resulting 
in prestige which greatly helps the sale of 
all Norge products. 


NORGE ADVERTISING IS PRE- 
SELLING PROSPECTS— Aggressive and 
consistent national magazine advertising is a 
well-known Norge policy. Local advertising 
on a generous cooperative basis i is offered to 
the dealer. 


NORGE PERSONNEL IS EX- 
PERIENCED— A large percentage of Norge 
factory men and distributors have been on the 
job for ten years and more. This means that 
a well-seasoned personnel works with and 
gives friendly counsel to the Norge dealer. 


NORGE DIVISION, BORG-WARNER CORPORATION, 670 EAST WOODBRIDGE ST., DETROIT 26, MICHIGAN 


SNORGE > 


A BORS 
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A FRANK STATEMENT 


TO THE 300 LEADING MUSIC 
AND RADIO DEALERS 


FROM 


Poilaaemonie 


r™O YOU, one of the 300 quality dealers of our industry, 
we offer an exclusive franchise on the country’s out- 


standing radio-phonograph —the PHILHARMONIC. 


An engineer’s dream come true, the pre-war PHILHAR- 
MONIC was for 5 successive years acclaimed the finest in- 
strument of its type by all leading consumers’ organizations. 
Its goal —the best possible reproduc tion of broadcasts and 


phonograph rec ords has been unc hallenged. 


On our post-war models, as before the war, we will un- 


conditionally guarantee to you: 


1. THAT the electrical and performance spec ifications for the 
PHILHARMONIC will surpass all commere ial standards, re- 
gardless of price. This unusual claim will be substantiated 


by facts, not adjectives, both to you and your patrons. 


You are cordially invited to the 
PHILHARMONIC Exhibit, Music Trades Show, 
July 24-26, Palmer House, Chicago 


2. THAT this superb electrical equipment will be housed 
in cabinets that will lend distinction to the finest home 
and that it will set new standards, both acoustic and artistic, 
for our industry. All designs will be under the supervision 
of Morris Sanders, noted architect. 


3. THAT your own efforts in merchandising these quality 
instruments will be supported by outstanding and contin- 
uous advertising in your own community, bearing your own 
name, coupled with unusually elaborate advertising mate- 
rial for your own distribution. 


@ You will be visited shortly by a PHILHARMONIC represent- 
ative to discuss our post-war plans and exclusive franchise 
distribution. Inquiries are solicited from those who would like 
to receive preliminary information. 








PHILHARMONIC RADIO CORPORATION + 214 WILLIAM STREET « NEW YORK 
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A New 
“Swap Plan 
Idea 


NEW wrinkle in the “Swap” 
idea has been introduced by 
Pennsylvania Electric Co. 

which serves approximately 200,000 
customers in Western Pennsylvania. 
Here is Penelec’s plan: ; 

Customers of Penelec who want to 
sell, trade or buy electric appliances 
and equipment may now insert their 
ads in a special classified section of 
the local daily newspaper free of 
charge. All listings are sent directly 
by customers to newspapers, and all 
contact between seller and buyer is 
direct. Each ad contains a brief de- 
scription of the equipment, including 
make, condition and price, as well as 
address or phone number of the adver- 
tiser, and is run for three consecutive 
times unless results are obtained sooner. 
Relisting of appliances “for sale” may 
be obtained by reducing the price. 
Newspapers cooperate well, Penelec 
finds, and keep a record of all listings. 
Customers are advised in the com- 
pany’s advertising that appliances not 
mly do a more efficient wartime job 
but also bring more money if put in 
good operating condition ‘before they 
are listed. The names of competent 
repairmen are furnished to customers 
upon request. 


Plan Given Test 


The free ad service was first tested 
in one of the company’s district towns 
of approximately 10,000 population. 
To get the plan off to a fair start, a 
canvass was made among Penelec mem- 
bers of the appliances which they 





needed and also of the appliances they 
wished to sell to others. 
newspaper announcements heralded the 
plan to the general public. These were 
followed by the first “Trading Post” 
insertion. As interest increased, the 
plan gathered momentum steadily, its 
popularity calling for more space. 

Encouraged by this success, Penelec 
put the plan into operation in all areas 
of the company. In one district ser\ 
ing approximately 35,000 residential 
customers, 76 items changed hands in 
the first month. By the end of four 
months, reports showed that of 456 
items advertised, 318 changed owner- 
ship. More than 50 different types of 
electrical equipment, from egg cookers, 
curling irons and sun lamps, to sewing 
machines, refrigerators, and 
were listed. 


ranges 


600 Appliances Monthly 

A company-wide survey of the more 
than 60 towns in the circulation area 
of the 16 daily newspapers used re- 
vealed that an average of more than 
600 appliances change hands through- 
out the system each month. 
types—vacuum cleaners, 
radios and washing machines appeared 
most often; toasters and sun lamps 
were also in demand. This means that 


refrigerators, 


since November, over 2,000 families 
have acquired devices. 
“And indications are,” said one offi 


cial, “that we have not even scratched 
the surface.” A recent post-card and 
telephone check-up showed as many as 
twenty calls for a single item adver- 


SERVICE 


WILL FIND 


ABUYER 


(Above) A window display used by the Pennsylvania Electric Co., to promote the 
Swap" plan. (Right) Sample of free classified ads appearing in local papers. 
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Meanwhile, | 


| 
| 


The larger 








APPLIANCE TRADING POST ESTABLISHED 


FOR YOUR CONVEN 


WENCETO ... 


SELL, TRADE «- BUY 


IDLE ELECTRIC APPLIANCES 
and EQUIPMENT 


Loox m the cme, on forgotten pantry shelves, in the over- 
@owded gerege and other ploces for electric equipment no 


© ghee 


Tem you idl 


@ applionces into cosh ond help 





FOR SALE 


WANTED TO BUY 





3 LITE IVORY SEMI-DIRECT 
CEILING FIXTURE, like new 
— HS. Can be seen at 6 
Chestnut St. or Call 4151 

ELECTRIC MUFFIN BAKER— 
ke new—$400. Call 9402 eve- 








Three & P. @ Cycle A. O 
. Suitable for 
washing machine or portable 
equipment. Dial 3625. 1-16 
BROWN BOBBY GREASELESS 
DOUGHNUT 10 
yore old. $25.0. Inquire Nor- 
's Bakery. or call 6816 
(2-23) 
INTER-OFFICE OOMMUNICA- 
TION SYSTEM: One Master 
and three Ideal for 
four or five @ffices. Call f- 
(2-23) 











ing rinks. § reflectors, 7 30-ft 
166 or 4417. (7-23) 





TOASTER, 2-alice, non - auto- 
mati@ Good condition 











WASHER | years old, 
always had care. For sale 
reasonable. Call 7301 (3-8) 

ELECTRIC CORN \ 
years old. $250 Phone a 3 

(3-8) 


ELBOTRIC 

" Good 
4 units and timer. 
$7500 Phone 4415 (3-15) 














RADIO — Phileo 6-tube table 
model with built-in electric 
clock. $1690. Call = 

(3-15) 


ELECTRI' 
| years old or less. 


POPPER 2) 


AUTOMATIC TOASTER, good 
condition. Dial 4337 


in good 
tion — 2 or 3 years old. Call 
4020 


AN ELECTRIC WATER HEAT- 
ER. John J. Sprester, Aiken 

| Penns. Cail 91-737. 

} _ 

ELECTRIC IRON with heat con 

trol. Call 2-1207 

LIGHTWEIGHT ELECTRIC 
IRON for boy in the Navy 
Dial 5244. 


USED PORTABLE WASHING 
MACHINE in good condition. 
Call 5019. 











PAD > 


ELECTRIC HEATING 
Call Portville 2945. 1-16 





ELECTRIC WATER HEATER. 
30 gallon or larger. aah = 











IC tko} heat 
control. Must fn con- 
dition. Call 5529 after 5:30. 1-16 

ASTER, commercial t for 
restaurant use, or good 2-slice 
domestic size. = 
phi Eld: 69 (2-23) 

M LI loor model, 
condition. Ai te value 
00. Inquire at & Marion 

Avenue or Call 8098. (2-23) 

C REFRIGE! 6 


= 
Cah 79 
(2-2) 
|HOT PLATE — electric, 1 or 
| burner. Frank Puller, Box 116. 
| Port Allegany, Pa @G-)) 
| ELECTRIC IRON with heat 
| control. Call 3290. (3-8) 
ELECTRIC WASHER, not too 
old, #40 or $50. Also. electric 
flat iron. Inquire 
Manning, Rixford, Penna. P. 
O. Box 3 (3-8) 
HEAT LAMP, Infra-Red. Call 
2-1643. (3-8) 
BADIO, small table model ap- 
proximate value $15.00. Mrs. 
Alfred Studiey, R.P.D. 1, North 
Brooklyn, Port Allegany, Pa. 
G1) 








SMALL RADIO — In good con- 
dation. Call 4727. (3-15) 
CLOCK, electric kitchen mode! 
in condition. Call 
after 6:30. (3- 





TRO} — Electric will pay 
960.00 or $60.00 if in good con- 
dition. Call Rew 497, << 

(3-15) 








D The Appliance Trading Post will appear again 


in this newspaper one 


week from today. For 


listings of electric appli or equi 





PP be el od 


you wish to sell, buy or trade, fill in this coupon. 





Appliance “rading Post 





Chy___ 





MAIL OR DELIVER TO: 
BRADFORD ERA AND STAR-RECORD 
43 Main 8t. Bradford, Pa. 
| would like fo bvy ____selll the following used Electric 
Appliances or equipment 
en — 5 ~ ——- 
(Type ef Apptonse) (Age) (Approximate Valve) 
— - a © - —_ 
(Type of Appiience) (Age) (Appronimote Volve) 
—- - §$ ° 
(Type of Appliance) Vee) UAppronimete Velve, 
Wy Name ecseeaincnidliainitaiaih 
ee a 
Address a 


(Sweet, P.O. RFD) 


Se 


hie od. bb geod for 3 FREE lntings be the “Appliance Trading Post.” W ap 
pliner are still oe band after that theme, conevlt this newspaper tor relisting 








THe APPit 
eusiie stev 





@rosrisa 
Ponsorte er 


PENNSYLVANIA ELECTRIC CO. 


1. S. Hawmtey, 


Orstrict Manager 








Customers of Pennsyl- 
vania Electric Co. may 
now insert free classified 
ads in the local papers | 
when they have appili- 
ances to sell, trade or 
buy 


tised. Here are a few comments 


received from customers. 

“Will you kindly discontinue my wash- 
ing machine ad in the ‘Trading Post’, as 
it was sold almost immediately to a 
family which needed one badly.” 

"Sold the washer the day after your 
first advertisement. The ‘Trading Post’ 
surely gets results.” 

"Sold my electric range,” another said, 
and got $150 for it. Thanks very much.” 

"| had twenty calls for the sweeper. 
Your ad certainly helps those in need 
of appliances.” 

Even the Navy was grateful: Francis 
H. Yonker, ensign, a native of Philips- 
burg in Penelec territory, was stationed 
in Texas. Reading newspapers which 
his family mailed him, he noticed the 
Trading Post. Yonkers wrote to Pene 
lec stating that he was in need of a 
traveler’s electric iron with a folding 
handle, and asked them to insert an ad 
for him. Within than a_ week, 
he had three responses including one 
woman who mailed 


less 


from a patriotic 
him exactly the sort of iron he needed, 
as a gift! Her son, she added, was 
almost old enough to join the service. 


Customer's Letters 


Penelec representatives have received 
many voluntary letters of appreciation 
illustrating the satisfactory manner in 
which idle appliances are becoming 
Victory aids. Typical examples: 


"The writer wishes to express his thanks 
for running the ad on the sunlamp. This 
certainly brought results. In addition to 
the one advertised, we supplied two 
other families with lamps which had 
been idle.” 

"| wish at this time to express my 
grateful appreciation for the assistance 
that the Appliance Trading Post ren- 
dered me in disposing of an electric re- 
frigerator stored at my residence. My 
experience was that an advertisement 
was inserted in the newspapers on Tues- 
day evening and by nine o'clock in the 
morning of the following day, Pwas able 
to dispose of it at the price quoted. 
Under these circumstances, | can only 
think highly of the service that your or- 
ganization is giving to the community 
and | will be only too pleased to broad- 
cast among my acquaintances full de- 
tails of your program as an aid to build- 
ing up this valuable wartime service for 
the disposal of electrical appliances.” 

"We certainly thank you for suggest- 
ing that we sell the electric washer, iron, 
grill, etc., that we weren't using and for 
running the ad for us. You really have 
the right idea, especially with so many 
persons needing but unable to buy these 
articles in the stores." 
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Vow in service shop where major overhauls 
ere made on refrigeration equipment. Note 
sliding doors in back, so that truck can 
dive right in. 


All - inclusive service on 
both domestic and com- 


mercial electrical 


equip- 
ment is making plenty of 
friends for Electric Appli- 


ance of Laurel, Miss. 





W. M. TITTLE, proprietor, Electric 
Appliance Co., Laurel, Miss. 


N all-inclusive maintenance serv- 
vice on electrical appliances 
and equipment, both domestic 

| commercial, is proving the avenue 
i lot of business for W. M. Tittle, 
proprietor of Electric Appliance Co. 
Laurel, Miss. 
When the war came on he serviced 
ly what he sold, but he gradually 
idened out to include everything 


m electric irons to refrigerators in 
household line, and from milk 
rmers to air conditioning equipment 


n the commercial line. However, he 
not figure to make a profit off 
r at his nominal charge of $1.50 
hour. It is the contact with the 
tomer that counts. 


Ran Exchange Service 


First he 
gged out of his own store basement 
1 lot of equipment, overhauled it, and 
placed it among his customers as the 
lecd arose. Then when this stock was 
ex.iausted he began to run an exchange 


flere is how it works out. 








service between customers. Maybe on 
one of his service calls he discovered 
the customer had an old drink box, ice 
cream cabinet or walk-in cooler setting 
back in the corner. He offered to take 
the equipment off the customer’s hands 
either by outright purchase, or by 
selling it on a commission basis. It 
was the same way with household 
equipment, whether an old electric iron, 
a gas stove, or a fan. It is surprising 
how much of this old equipment Mr. 
Tittle has unearthed. As a result 
everybody profited including the old 
owner, the new owner and the dealer, 
also the public in case it was some com- 
mercial equipment badly needed by a 
restaurant, dairy, drug store, etc. 

“We are proud to say that not a 
pound of perishable food has been lost 
in our community for lack of service,” 
said Mr. Tittle. ‘We have been 
Johnny-on-the-spot, 24 hours a day 
My head service man keeps his truck 
with him day and night and is ready 
to meet any emergency call. 

“This has entailed keeping a 
heavy stock of parts on hand and our 
sale of parts has, of course, helped to 
make service pay. Our stock of con- 
trols, expansion valves, gaskets, etc., is 
one of the most complete in Southern 
Mississippi. Our stock of motor parts 
and bearings covers motors up to 2 
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hp. Also we carry 35 to 40 service 
motors from 4 to 3 hp. to loan to cus- 
tomers while theirs are being repaired. 

“Our shop is fully equipped to re- 
condition appliances both large and 
small, but with the emphasis on major 
equipment such as refrigerators, water 
pumps, motors, dairy boxes and air 
conditioning equipment, including attic 
fans. We do all motor work except 
rewinding which we send to a regular 
motor shop. Shop equipment includes 
acetylene welding, a 5-foot lathe, elec- 
tric drills, buffers, grinders and a 
paint gun. Recently we completely 
overhauled and refinished a household 
refrigerator whicl 
a fire.” 


had gone through 


Brings Equipment In 


Head of the service department is 
J. C. Hamilton, member of the Re- 
frigerating Engineers Society, who 
said that he preferred to bring crippled 
equipment into the shop for repairs. 
In that way he has all his tools handy, 
he doesn’t litter up the customer’s floor, 
and if it is a sulphur re-gasing job, 
no objections are raised to the odor. 
Also he likes to test out equipment 
before putting it back on the job. The 
shop is located on ground level, so that 
a truck can drive right in. It is also 
used for a garage at night. 


Paving the way for 


FUTURE SALE 


Mr. Tittle said that through his serv- 
ice contacts he had been able to sell 
considerable new equipment on priority. 
This included refrigerating machines 
and.coolers for food handling places, 
farm pumps for farmers, and house- 
hold equipment in case of fires. The 
concern has built and installed a few 
coolers of its own design, also has con- 
verted a few ice cream cabinets to 
quick freezers. 

Also in the household line the com- 
pany has sold quite a few gas appli- 
ances including ranges, water heaters 
and space heaters. These were obtain- 
able at a time when electrical appli 
ances were not. However, Mr. Tittle 
sells both and expects to do so aiter 


the war. As a matter of fact it has 
been his versatility that has enabled 
him to carry on during the war, cover- 


ing both the household and commercial 
field, and making a specialty of finding 
unused equipment and then reselling 
it. 

“I am confident that my service con- 
tacts will give me a head start on new 
business after the war,” said Mr. Tittle. 
“T know my customers, they know me 
and I know what equipment they have. 

his should be an advantage in han- 
dling trade-ins. Already some of my 
customers are wanting to place advance 
orders with me.” 
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vy there’s a great day coming for those dealers 
who handle General Electric appliances. 


We feel pretty certain of that because actually hun- 
dreds of General Electric appliance owners have taken 
time out to write us about the dependable job their 


General Electric appliances have done . . . are doing 
still! 


Refrigerators, many of them ten years old or older, 
still going strong. Washing machines that haven’t 
missed a Monday since they were purchased. Electric 
ranges that do their job of quicker, cleaner cooking 


with little or no adjustment or repair. 


Sales Ahead! 


People everywhere are learning again the old, old 
lesson that only the finest products can give the best 
performance. And, sure as Victory, there’ll come a 
day when this record of outstanding General Electric 
performance—and the word-of-mouth advertising 
G-E products are now getting from users—will be 
reflected in a new sales volume for G-E Appliance 
Retailers everywhere! 


We’d like to suggest that you consider putting the 
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General Electric name beside yours . . . for good busi- 
ness, steady business, in the years that lie ahead. 


General Electric Appliance and Merchandise De- 
partment, Bridgeport, Conn. 


FOR VICTORY 


Today, General Electric is working full speed to 
hasten the day of victory. 


You can help, too, by buying War Bonds now. 
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Hear the General Electric radio programs: ‘The G-E All-Girl Orchestra’ Sunday 
10 p.m., E. W. T. NBC—‘“‘1 he World Today” news, every weekday 6:45 p. m., E. W. T. CBS. 
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2 Mery 


Can‘t You Sleep, Hitler? 


We wouldn’t be surprised. Do you perchance remember Latoszewice? 


You could hardly have called it a town. There was so much farmland that 
the land spread flat and green. 


Well, one day, three German planes saw three children and three cows. 
One child and one cow to each plane! Good sport! The odds were two to one. 
That, Herr Schicklgruber, is why we are making bullet cores. 


* * * 
And speaking of such matters, there was Old Lars, a hunchback .. . 


Beaten because he could not stand up straight and salute your flag. 
Do you remember him? Do you remember Felicia Bernatowicz .. . ? 


A woman equally old who died a trifle too soon for the crime of listening 
to a foreign broadcast. 


There is no need to ask why we are making fuzes for chemical mortar shells, is there? 
* * * 


Some day when men and women no longer die in crowded cattle cars, we shall 
return to our placid peacetime pursuits. 


There will be happy families and warmly lit homes—and the young 
electrical salesmen (no longer in khaki) 


Will speak in practical tones (as electrical salesmen are ever wont to) of 
the Casco Electric Heating Pad (whose thermostatic control enables the 
temperature to be fixed at any one of 30 desired heats) and the Casco 
Electri-Craft Power Tool Kit (whose myriad attachments can be used for 
sanding, drilling, jigging, sawing and so on). 


But we shall remember—all of us—temember the school children and the old 
women and the bombings of undefended cities. 


And remembering—thank God we were able to help finish you and your kind. 


: id TA Ad | ae PX, , i q> | 
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7 After the war.. 
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Harry Newman of Eau 


Claire scarcely no- 
tices he no longer is 
selling appliances. 


HERE is an old proverb to the 
effect that “She only makes 
love with her friends, but she 
hasn’t an enemy on earth.” Electrical 


motors have this same all embracing, 
ubiquitous popularity with users. There 
is arcely a home or an office or fac 

ry in the country surrounding Eau 


Claire (pop. 30,745), Wisconsin, that 
loesn’t have from one to half a dozen 
Sometimes 
this runs up into thousands as in the 
big rubber plant up there. 

\ll of this is so much grist to the 

ill of Harry Newman who came over 
to Wisconsin some 28 years ago after 
in apprenticeship spent repairing mo- 
tors for the street car company in St. 
Paul, Minn. 

It is a fact that motors getting out of 
whack in Eau Claire even in those days 
were what caused merchants to guar 
antee him enough business 
to stay. 


tors on the premises. 


to get him 
The town had a lot of lumber 
ls and they had motor trouble. 


Wired 2,000 Homes 


Setting up shop in an unostentatious 
part of Eau Claire, Harry Newman 
went through the usual evolution of 
electrician, and appliance 
ler. He figures he has wired about 
£000 homes in Eau Claire in his time. 
He took on dealer and distributorships 


contractor 


a number of appliances, among 
Thor. 

ie depression caught him without 

pajamas, owing $22,000 and with 
100 due him which he couldn’t col- 
The motor repair business was 
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A collection of motors to loan keeps the wheels turning and is a great attraction to customers, Harry Newman says. 


over the transom stuff, with cash on 
the barrel head and it was no wonder 
that he clutched it to his bosom, In 
fact, work from spots 80 miles away 
came Hoating in to him almost without 
effort proof that anyone who 
an take care of fulfilling a 
long felt need. 


which 1 
motors Is 


“The big trick in this business,” Mr. 
Newman told ELectricAL MERCHAN- 
DISING, “aside from being a good repair 
man is to have a big supply of loaners. 
Know what kind of motors your cus- 
tomers have and the minute one goes 
out on them ship out a loaner to take 
its place. 

Harry Newman charges $10 for a 
country call and inasmuch as Eau 
Claire is in the heart of the dairy re- 
gion he is truly the farmer’s friend, 


as dairying employs a lot of motors. 
One of the things that has endeared 
him to the local ruralists is the ability 
to build special equipment which is not 
on the market. 

For example, a farmer not long ago 
in to see him and wanted him to 
build a two-speed milk pump. It could 
not be purchased. By rigging up sev- 
eral pair of pulleys and a gimmick to 
shift the belt, Harry Newman made 
something that warmed the cockles of 
that farmer’s heart. 

Another invention of his was an au- 
tomatic hammermill. He built one for 
a farmer just before the war settled 
down and could make a lot more if he 
could get the stuff he needed to build 
them with. This automatic hammermill 
shoots the grain through untouched by 


came 





Example of special equipment each locality needs: this milk pump has two speeds. 


1944 


human hands. Farmers think it is the 


nuts. 


Solving Farm Problems 


A jigger that would haul 
about the place wa 


other 


manure 
the dream of an 
who wanted Harry New 


man to construct it tol 


larmet! 
Having a 
little metalworking shop alongside his 
motor repair business, he was able to 
knock it out, and Mr. Farmer 
hauls his manure out of the dairy barn, 
also untouched by human hands 
Farmers get themselves jackassed 
into terrible positions, Harry 
Newman relates. Not long ago a 
countryman him 
damned good that 
pump water. Harry took a $10 country 
call to find out what was wrong. 
things were ailing: the n 
that the farmer had bought from 
order 


him 


now 


some 
came to with a no 
motor wouldn’t 
Two 
tor was one 
a mail 
catalog on an eenie-meeni 
miney-mo basis and it \ 
speed for the job. The second difficulty 
lay in the fact that the pump was ope 
ated from the 
Newman traded motors, put in heavier 
wire and made 
for life. 
“Farmers are 


too far transformer 


a friend of that tarmer 
not 


necessarily 


ested in saving a few nickels on ele 
trical equipment,” he 


mail order competition need not neces 


says. “Therefore 


sarily floor you. If you can get on the 
record by taking care of a 
jobs like the one I just mentioned, you 


lew sinart 
are going to have farmers coming to 
you and paying the rigl 
know how. 


it price for your 
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WILL BE A GREAT DAY FOR THEM.A 



































GREAT DAY FOR YOU WHEN 
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Remember the excitement created just a few years ago? A brand-new washer idea— 
ABC-O-MATIC—was taking the country by storm! 

Here’s a promise: that storm was just a breeze compared to the selling success story 
that’s coming with the new and improved ABC-O-MATIC—as soon as Uncle Sam 
says “OK ABC!” 

For even though the wiseacres said, “It Can’t Be Done”—ABC-O-MATIC will be 
even finer than the sales sensation you knew before the war. New beauty! New features! 
And new precision! 


ABC PRECISION MEANS PROGRESS! 


Long before ABC plants went all-out for war production, ABC was an acknowledged 
























leader in the making of precision-built washers and ironers. And additional skills 
perfected during war production will mean an even higher standard of precision- 
built washers and ironers—tomorrow. 


ABC PRECISION MEANS PROFITS! 


Tomorrow, as yesterday, ABC precision manufacture of washer and ironer parts 
machine cut gears, for example) means years of perfect service to your customers, 
at the barest minimum in service costs. Far more sales appeal! Far Jess service expense! 


ABC PRECISION MEANS PERFECTION! 
Your customers are going to expect positive marvels from their next new washer. 
And they are going to get them in the ABC-O-MATIC of the future. One great feature 
will be the built-in Scum-Free Rinser—to mention just a single outstanding ABC 


achievement that will be yours to sell and profit with. REMEMBER the “Firsts” ABC-O-MATIC introduced yesterday... 





And don’t forget these all-important facts! Since 1909, ABC has been building Scum Free, automatic triple rinsing in clean, running water! 
eae : é . Washing, Rinsing, Damp-drying of 9-lb. load in 10 minutes! 
customer-winning washers and ironers. ABC has the experience and the know-how Secu valley toe oi indie al Gilad 

to switch over to ABC-O-MATIC production—almost overnight! 
. P 8 All These ABC Achievements Plus Many Another New Sales-Winning 


Start planning your future washer profits now, the sure way, the ABC-O-MATIC way! Washer Feature Are Coming in the ABC-O-MATIC of Tomorrow! 





ABC Flies \ oan (3 { sé Ee” 
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BEFORE 


Store inter taken at the time of 


the formal opening of store in its 


present location 





ive tt proble emaining 

, ‘ © their com 

Wi ke ( \ ! ha bee 

t consideration and 

thy toric { merchandising in 

we or 1 sociated with 

nce lines have id their inning 

1 these experiences. I am sure, have 
bee ) considerable value to other 
ile erest n keeping thei1 

h the business of 

t f e minute pretend 

t change that has 

e it y own retail establish 

nt or set out to prepare for the type 
tore I at vy conducting. Rather, 

by trial and e hods, a plan or 
ittern has evolved which has been 


cessful. It is not a panacea 


voul epend for its success by 
the p y factor such as, 
location of the business, likes and 
likes of the owner for certain lines, 
ittention to details, et cetera 
Howeve the development of the 
| 1 of store 1 myself operat 
ng cert | problen 5s were 
encountered Every step of the way 
lution to these probler was looked 
t More and 1 e I learned that 
handling new line f merchandise 
‘ 1 ed ew {te ent bu ne 
eatment it hile experiences 
rained { et ty-five years in 
the electrical appliance field were valu 
ae 4 P 


of way they did 


not provide me with the background 
r knowledge ne for the successful 
management of tl different kind of 
business, 

In retrospect I can see these prob 
lems more clearly now than at the 
time they became ipparent Discus- 
ion of some of them may prove help 
ful to other dealers who, like ourselves, 


are interested in lines of 


retailing 


vailable merchandise until such time 
their historic lines are on the market 
Choice of Lines 

No doubt many appliance dealers 
went through a period which could be 
briefly summarized like this: 

During the latter part of 1941 and 
the Spring of 1942, surplus stocks of 
ippliances were accumulated limited to 
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Changing a successful appliance retailing business over into gifts, toys, house- 
wares, and juvenile furniture posed many problems and, in this article, the 
author gives a complete picture of his personal experiences and methods 


financial 
limited to 
the disposition of the dealer to gamble 
on the future and the 
merchandise. 


the extent of the dealer’s 
ability to acquire them o1 


availability of 


As to my own store, we acquired a 
stock that would normally represent a 
year’s sales. As 
pressure to 


months passed and 
stocks in- 
we tried to limit our sales in 
an effort to spread the inventory over 
is long a period as seemed practicable. 
lhis turned out to be a wise plan as 
it gave us time to adjust ourselves to 
changing conditions and fill in new 
lines gradually. 


release these 


rhe first new things were acquired 
from some of our more enterprising 
electrical jobbers who had _ hustled 
i1round for merchandise to sell. From 
experience with this merchandise we 
learned the “feel” of retailing articles 
we had never sold before and learned 
to respect small cash sales. 

It soon became apparent, however, 
that such hit-or-miss buying would 
not fill our needs and as salesmen’s 
visits became increasingly infrequent, 
personal trips to market were found 
necessary. 

I wonder if other dealers felt the 
bewilderment I experienced in trying 
to select merchandise which was often 


with little or no knowl- 
edge of the turnover that could be ex- 
pected and the prices the articles 
should carry. Believe me when I say 
my judgment frequently went astray 
and I soon learned to disbelieve the 
familiar expression—“‘You can sell 
anything now.” 

And then I decided to follow a pat- 
tern in my buying. I would depart- 
mentize the store and select only arti- 
cles that would fit into those chosen 
departments. The first department 
decided upon was housewares, as we 
already had many items that would 
qualify for such a classification. 

Our second department opened was 
juvenile furniture. These two depart- 
ments were started in the Summer of 
1943 and later in the Fall a gift depart- 
ment and finally a toy department 
were established. 

No further expansion is contem- 
plated as we have reached the limit of 
store space. 


unfamiliar 


Finding Merchandise 


In selecting merchandise for these 
various departments I visited similar 
departments in local stores and in the 
cities where I did my buying. I paid 
particular attention to the types of 
articles found in these departments, 
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jotted down information on the retail 
prices, observed how the articles were 
displayed and occasionally talked with 
sales personnel. More confidential 
information was obtained from store 
managements where I was acquainted 
—information about where certain 
articles were purchased and tips re- 
garding their salability. 

3ut that didn’t end my troubles 
Time after time I was told by whole- 
salers—“We aren't opening any new 
accounts as our merchandise is alloted 
to our old customers.” I found that 
a letter of introduction from a good 
account of the house was particularly 
helpful. Further, specific information 
such as the name of the sales manager 
or department manager could be used 
to good advantage in getting a hearing 

My campaign to obtain merchandise 
was as carefully and aggressively plan- 
ned as that of a seller in prewar days 
to get new accounts. Those who havé 
complained that their sales wits were 
in danger of being dulled from lack of 
use might find use for them in the 
acquisition of desirable merchand 

As an aside, however, I do not sub 
scribe to the theory that salesmans'1p 
is unimportant in present day ret:il 
ing. Basic fundamentals—knowle |ge 
of the merchandise and friendly, 
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cere presentation—are just as im- 
portant today as in the past. In fact, 
the opportunity to enhance the reputa- 
tion of your store by observing these 
principles is greater now than in pre- 
war days when courtesy was the rule 
and was taken as a matter of course. 

Each of our four departments is 
growing in size and, generally speak- 
ing, the monthly volume is reflected 
by the size of the inventory. Our 
housewares department is our best 
producer so far, but it is the best 
stocked. At this writing it contains 
almost 400 different items. The 
juvenile furniture department is second 
in volume and, while it contains only 
47 different items, the larger unit sale 
is responsible for this showing. 

Our toy department did remarkably 
well at Christmas time, but my original 
idea was to devote the space it occupies 
to other merchandise after the holi- 
days. Before we could get around to 
putting away the small carry-over 
stocks, however, we became impressed 
with the calls for toy items and now 
we are building up our stocks again. 
Toys will be a year around feature. 

Our gift department is our least 
productive one both from the stand- 
point of dollars and cents volume and 
turnover in relation to inventory. This 
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By DAVID E. URNER, 


Bakersfield, Cal 


may be due to my inexperience in buy- 
ing. Undoubtedly greater skill or 
knack is required in handling gifts 
than in some other fields, but it is a 
fascinating business and tones up the 
appearance of store and window dis- 
plays. 


Display of Merchandise 


One of the immediate problems for 
a dealer in changing over from han- 
dling large items in durable goods to 
hundreds of small articles, is the pro- 
vision of suitable store fixtures. This 
problem is all the more acute now 
because ready-built fixtures are not 
obtainable. 

Whereas formerly I paid little or no 
attention to store fixtures, I soon be- 
came quite conscious of the way small 
articles were displayed in other stores. 
I made notes on sizes of tables and 
became interested in comparing the 
fixtures in one store with those found 
in another. I came to the conclusion 
that the most accepted practice was to 
use fairly large tables with enough 
floor space between to allow for shop- 
ping all around them. Using ideas 
found in other attractively arranged 
stores, I designed some tables which 
I had built in a local lumber company’s 
wood shop. 
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Store interior at present time show- 
ing change in merchandise and store 
displays. 





It may be of interest to describe one 


of these tables. The dimensions of the 
top are 48” by 72”; the height is 33”. 
The tables are fully enclosed to the 
floor and storage space is provided 
underneath to place surplus stocks of 
merchandise similar to that being dis- 
played on the table. Articles sold 
from table displays to not need to be 
removed from the table. Sliding doors 
on two sides provide easy access to 
the merchandise. For the top we used 
an attractive linoleum pattern and we 
are delighted with this feature. The 
tops are never scratched or marred 
and they are easy to keep clean. 

To avoid displaying all the merchan- 
dise at the same level, a riser was built 
for each table designed to match it. 
The dimensions of the risers we are 
using are 36”Lx 18”W x 4”H. 

Tables made for use against the wall 
are similar to the floor tables except 
the width was reduced from 48” to 33”. 
Instead of using risers on these tables 
we had the lumber company turn out 
some attractive supports (turned from 
wood) for a glass shelf to be placed 
at the back of the table against the 
wall. The glass shelf is 12” wide and 
the supports are 12” high. 

Everyone in the store has become 
interested in our store displays. The 


BELOW ... The room formerly used 
to demonstrate the Bendix Home 
Laundry was converted into "Doll 
Land." This room (15'x8' in size) 
was completely filled with dolls last 
Christmas and this attractive display 
was a big factor in the success of 
new toy business. 


merchandise is cleaned daily and the 
articles sold during the day are re 
placed the following morning from 
stocks kept in the basement. En 
couragement to the store personnel to 
maintain this efficiency has come from 
compliments frequently paid them by 
customers on the attractive appearance 
of the store. 

There are two compliments that are 
pleasing to hear. One is regarding the 
appearance of the store and the other 
is that our prices are reasonable. The 
latter is particularly pleasing to me 
as every effort is made to see that our 
prices are kept reasonable and fair. 
My personal observation has been that 
the stores that were notorious for price 
cutting in prewar days are now the 
worst offenders as price gougers. Both 
practices are equally contemptible. 


Store Details 


A story of this kind, it seems to me, 
would be incomplete without some dis- 
cussion of the detail involved in han- 
dling so many small articles. As the 
owner of an appliance store I have 
always believed in keeping accurate 
sales and inventory records. This 
requires systematic procedure; but, 
with all major articles identified by 


(Please turn to page 116) 











Away out in the country H. H. Schuessler works with dealers to build things that 


cannot be obtained on the market. 


Way to Tap Farm Market: 


Adapt Stuff =“tieay ,” 
‘To Local Uses je “fie 


C. P. Wagner, Northern States Power Co., has gotten 
together an encyclopedia of rural electrical applications. 


NE of the old fable writers 
tells the story of a pig that 
jumped into a round barrel 


hurn to hide when pursued by a wolf. 


he churn upset, and rolled downhill 
ward the wolf, almost scaring it to 
leath 
The Hot Stove League of the appli 
ANCE lustry today is retelling thi 
tory in various forms 


Meeting Big Time Competition 


see] moet noer ler > 
Little independent dealers, seeing the 
threatening grow the mail order 


chain store branches and the potential 


rise of the tire company outlets are 
jumping this way and that seeking for 
place to get them out of the way 

e big ile peting juggernauts 
Comes now C. P. Wagner, manager 
ural service department, Northern 
States Power Co., Minn., and points 
ut a new niche that small town deal 
ers can fit themselves into very neatly. 


It is usually not a good idea for a 


farmer to construct electrical equip 
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ment,” he says. “I know that the 
farmer can build chicken houses and 
do plumbing but his knowledge of elec- 
tricity is not sufficient to keep him out 
of trouble. I call to mind a farmer 
who built a home made brooder and 
returned one evening to see his chicken 
house going up in flames. It appears 
that he had placed an electric lamp 
too close to the hay underneath it, 
which was ignited by the heat and up 
went the whole thing. This situation 
can be magnified many times. 

“What I propose is this—that the 
electric dealer do the actual construc- 
tion of the necessary equipment, have 
some local woodworking firm produce 
the rest of the edifice and sell the whole 
thing in knocked-down condition to the 
farmer, letting him put it up himself 
in his spare time. Thus will be side- 
stepped the evil the farmer can run 
into if he attempts his own electrical 
construction, and yet the device will 
enlist his service in nail driving activi- 
ties where he is a master.” 





Small Dealer 
Can Sidestep 
Big Chain 
Competition by 
Specializing, 
C. P. Wagner 

says 












Mr. Wagner points out that this idea 
sidesteps that big league competition 
from the mail order chains in that the 
local man can produce devices for 
which there is a local need, yet not a 
national one. Due to agriculture being 
so varied in many parts of the United 
States, it is impossible for any one 
system of distribution to satisfy all the 
rural needs as to equipment. Indeed, 
at the recent farm utilization committee 
of the Edison Electrical Institute held 
in Chicago in March, a list of jobs 
was turned in by the colleges, utilities 
and manufacturers men present for 
which no electric equipment had been 
designed. Following is the list of items 
for which the market supplies nothing: 


Small farm size roller mill requiring less 
power than present hammer mills. 

Electric all-purpose garden tractor. 

Farm size hay chopping and rying equip- 
ment. 

Weed killers. 

Electric seed bed treatment especially 
for tobacco beds. 









Electric repair kit including power drill, 
tool grinder, power saws, sprays, regu- 
lar battery charger and auxiliary mo- 
tors and portable welder. 

Bacteria killing equipment for the milk 
house. 

Insulated, automatic, electrically heated 
hog waterer. 

Wiring specifications designed particu- 
larly for farm conditions to combine 
economy with adequacy and safety. 
Portable wiring for barn yard, barns, 
farm shop, machine sheds, etc. 

An easy method of handling the ensilage 
from the silo to the cow. 

Some easy method of handling hay from 
the mow to the cow. 

Dairy stable gutter cleaner. 

An electric cleaner for cattle. 

An electric curry comb. 

General purpose mill with attachments 
for meat grinding and meal grinding 
etc. 

Small cooling unit for egg room and seed 
potato room and such uses. 

Need for blower designed for whitewash 
—spray gun. 

Tree pruning saw. 

(Please turn to poge 112) 
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CAVALRY GUIDON SET 


Developed and built by Motorola En- 
gineers in cooperation with Engineers 
of the U. S. Army Signal Corps. 
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Scientific and technological progress 
have been kicked forward at a tremen- 
dously accelerated pace. To win wars 
there must be miracles of development 
and production. However, let us not 
lose sight of the somewhat slower 
tempo which prevails under normal 


competitive selling conditions. 


Check the facts: 1. There will be 
a tremendously swollen consumer 
demand. 2, With their accumulated 


war savings, people will be ready, 


GALVIN MFG. CORPORATION 


RACLES - 
SCIENCE? 











willing, able and anxious to buy. 


But, if past experience can be trusted 
at all, Mr. and Mrs. America will be 
very careful and twice as cagey about 
what they buy and where they buy it. 
They will have to be sold. 


Manufacturers and retailers alike 
should take Mr. Miracleman off the 
payroll now. He always looks pretty 
in pictures, but he wilts fast when Mr. 
Solid Selling takes off his coat, rolls up 


his sleeves and goes to work. 
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F-M RADIO » AUTOMATIC PHONOGRAPHS « TELEVISION © F-M POLICE RADIO + RADAR + MILITARY RADIO COMMUNICA®’ 
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IN HIS TIME - 
David Wark Griffith, mas . 
of the human heart, ae 
new box-office millions »## 


° ”? 
his “Birth of 4 Nation. 











FIRST 10 MAKE 


Until David Wark Griffith’s epic “Birth of a Nation” blazed the trail 
to the hearts of new millions, the motion picture was the medium of a 


small minority. He found the movies a vehicle of slap-stick comedy and IN OUR au Nile 


slap-stick emotion. He brought to the movies the genuine in emotional technique 


. P ‘ TT . Storys 
experience. He projected the universal beliefs of all men, the great [True - ely 


: ontir 
truths, the great natural conflicts, and so made the motion picture the created 20 million en od 
theatre of the whole people. new magazine a 
Like the motion picture, magazines, too, 25 years ago, had not yet aA where none existed mayor: 
reached the hearts of the existing millions of Wage Earners. Then True 
Story, with its sincerity and realism, fostered a whole new field of pub- 
lications, influencing the pattern of nearly all other general magazines, 
as well as radio and newspapers. INE SIORT OF A HOUSE BiviOED 

Every month, for 25 years, True Story has travelled its own friendly sioner ied seeceacs xia 
path into the homes and hearts of Wage Earner families, bringing not 
only entertainment, but enlightenment and encouragement, a goal for 
better living. From them, it has received a loyalty and acceptance 
accorded no other magazine, an influence which makes the path] 
smoother and shorter for advertisers who would gain the confidence of 
today’s and tomorrow’s most important audience. 


THE COMMON MAN WELL. INFORMED Is THE GREATEST FORCE IN 
PRODUCING THE AMERICA WE WANT. 


TRUE ST0 RY | ccowpuene OP one viacta reve stony 
FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE _ = a é 
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PUBLISHED BY GENERAL ELECTRIC LAMP DEPARTMENT, NELA PARK, CLEVELAND, OHIO 





Latest report tells plain facts about 
future supplies of G-E lamps 





The light bulb situa- 
tion seems to be con- 
siderably brighter than 
a year ago. 


The shortage of metals 
used in manufacturing the G-E Mazda Lamps 
you sell has eased up somewhat. Fluorescent 
lamp stocks are reasonably good, and no im- 
mediate shortage of these popular G-E Mazda 
“F”’ Lamps is anticipated. 


The filament lamp stock situation is better 
than a year ago. BUT there is some shortage 
and it will probably continue. 





Here’s an up-to-the-minute statement indicating 
present prospects for more light bulbs 


Here’s why: Demands from the armed serv- 
ices and from wartime industry have been on 
the increase; the flu epidemic of last Decem- 
ber and January caused serious production 
losses; the tightening of the draft situation is 
being felt in bulb factories as machinists and 
maintenance men are being drawn into the 
armed services, thus curtailing the production 
efficiency of lamp machinery. 


However, 1944 promises to be a good light 
bulb year, with enough lamps for all essential 
needs, although you may feel the scarcity of 
certain types and sizes. 








OUICK QUIZ on War Lamps 


CHECK YOUR SCORE and discover the surprising number of lamps 
needed to supply our armed forces. 


underseas. 


at sea. 


Question: How many lamps are used on a submarine? 


Answer: About 800. And each performs a vital task that 
helps make it possible to live, work and fight 


Question: How many G-E lamps for a life jacket? 


Answer: Only one lamp. But, that single lamp can be the 
difference between life and death for men lost 


Question: How many lamps to outfit a Seabee Battalion? 


Answer: Around 3,300. And that means a vast number 
of different uses of light ... from tiny indicators 
to high-power lamps for special jobs. 





It IS your future .. . your life, 
your home, your plans for to- 
morrow ... that War Bonds can 
protect. For, as our armed forces 
move ahead, the extra money you 
provide helps to build overwhelm- 
ing military power—indestructi- 
ble power to speed the final day 
of victory. Be a saver—not a 
spender. Invest your savings in 
War Bonds! 


KEEP BUYING WAR BONDS — 
KEEP THE WAR BONDS YOU BUY! 








Hear the General Electric radio programs: ‘‘The G-E All-Girl Orchestra” Sunday to p.m. EWT, NBC; “The World Today” news, every weekday, 6:45 p.m. EWT, CBS. 
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Ernest Ingold 


former radio dealer and ex-president of the San Francisco Chamber 


of Commerce, who addressed the PCEA luncheon meeting, stands between R. M. 
Alvord, vice-president of General Electric and Frank C. Angle, president of the PCEA. 


, 
take 


REPARATION today to 
advantage of post-war opportuni- 
the attention of the 
business development section at the re- 
cent conclaves held by the Pacific Coast 
Electrical Fran- 
cisco and Los Angeles, May 10 and 18 


es Oct upied 


Association in San 


Unsafe Appliances 


Frat 

the direction of vi 

Cain started off with a 

Code and Ordinance committee given 
Hill He reported 
ymmunities have al- 


The San 


by chairman B. C 
that 46 California « 
ready adopted standard unsafe ap- 
pliance ordinances, that 14 have similar 
laws in effect and that eight are in the 
preliminary stages 
law. The 
some effort be put into the passage of 
state legislation to a if 

sired end. In discussion it 

out that substandard appliances whic] 
have appeared in the open as a 

of the war 


adopting such a 


‘ommittee recommends that 


. > 
snortages TI good 


have been from 


officials in 
localities have banned thei: 
f becoming a dump 


ing ground for such dangerous merch- 


an l se proves al 


around 
community to another, as 


shipped one 
various 
sale. The dange: 
rgument in 
bringing other tov iti 
line 


Adequate Wiring 


| i¢ - Wir! 
reported by Jerry Hill 
its program of wo! 
elimination of No. 14 v In line with 
the resolution adopted by the Associa- 
tion last fall, letters have been written 
to seventy other interested 


tiens and groups. Of 


continued 


toward the 


organiza 


these, twenty 
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William J. Kern, San Francisco service manager for General Electric (left) confers 
with Ben M. Tassie (center) merchandise manager of G-E San Francisco and Frank 
E. Boyd, president of the Pacific Electric Motor Co., Oakland. 


P.C.E.A. Conferences Discuss 
Post-War Distribution 


Sub-standard appliances, adequate wiring, 
guarantees and distribution problems taken 
up at San Francisco and Los Angeles meetings 


seven have sent replies, _ fifteen 
endorsing the idea, seven reporting that 
they have it under consideration, while 
nega- 


Atlantic sea- 


two express disapproval. Both 
tive replies came from the 


boar 1 


is also asking manufacturers to devote 


The adequate wiring committee 
| 


some space in all of their advertising to 
the subject of adequate wiring. It has 
also continued its home planners’ insti- 
of the initial ex- 
given in 


tutes along the lines 


perimental course Pomona. 


['wenty-five institutes in all are planned 


for southern California and an equal 


number in the northern part of the 
Attendance at the meetings has 
averaged 150, all of them people who 
are definitely contemplating the build- 
ing of a home 


are lifted. 


State. 


as soon as restrictions 


Appliance Guarantees 


Under the title “A Guide for the 
Clarification of Appliance Guarantees”, 
Forrest U. Naylor of the Pacific Gas 
and Electric Company presented some 
fundamental considerations for the 





Incoming president of the PCEA, Hance H. Cleland, president of the San Diego 
Gas & Electric Co., sits at the left of P. M. Downing, executive vice-president of 
Pacific Gas & Electric Co. and past president of the PCEA. 
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guidance of those 
problem. 


considering — this 
“Customers’ misunderstand- 
ings about domestic electric appliance 
guarantees have caused service or- 
ganizations much concern”, said Mr. 
Naylor. “It is timely that each ap- 
pliance manufacturer re-examine his 
guarantee practices and clearly define 
his guarantee policy, regardless of the 
extent to which he may use guarantees 
in the future. Experience with electri- 
cal appliance service problems has in- 
dicated the need for consideration of 
certain fundamentals. These are out- 
lined here purely as a guide for indi- 
vidual review or action by any domes- 
tic appliance manufacturer.” 

Mr. Naylor recommends the adop- 
tion of clear wording for all appliance 
guarantees. He believes that product 
guarantees are primarily the responsi- 
bility of the appliance manufacturer 
However they impose an indirect re 
sponsibility on the distributor and the 
retail seller. Guarantee commitments 
furthermore should recognize that ap- 
pliance sales to ultimate customers may 
be made by various types of sellers 
handling ordinary retail sales and also 
may be made in quantity sales to con- 
tractors and builders. Guarantee pol 
cies, therefore, Mr. Naylor believes, 
should be specific as to who does what 
and should be simplified as to intent and 
purpose. 

Appliances should be sold on 
merit without use of 
unwarranted 


misleading 
Any 


phasis desired on long life expect 


guarantees. 
should be based on features of construc- 
tion and performance records. How- 
ever, when it is necessary to have an 
“extended service or protection” plan 
this should have an identity sep 

from the standard first year guara 


Please turn to page 114) 
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To millions of homemakers, that better world we're 
fighting for is simply 4 matter of being able to buy 
again those things that make living and homemaking 
easier, nicer, better-- things like electric mixers and 
all the other modern appliances that make American 
homes the most comfortable in the world. 

We're getting ready for the return of peace to 
YOUR store. We have shaped the plans to begin pro- 
duction of 7 appliances quickly, and in volume, 
when our wat work is finished. We want you and your 
customers to have the appliances you want to sell and 


they want to buy, at the earliest possible moment. 


Dependable, performance-proved _., PROFIT- 
PROVED ..- ™ appliances, with the support of 
aggressive em. advertising, merchandising and pro- 
motional plans will help you to stage many a victory 


celebration in your store. 


KEEP ON BUYING WAR BONDS 
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TELEVISION! 


Featuring the Proctor 





Never-Lift Iron... 


another Proctor 4/AS7/ 


Scene from 
“If Men Played Cards 
as Women Do,” television 
adaptation of the George 
S. Kaufman playlet of the 
same name. Presented 
March 28,1944, on the 
“Proctor Playhouse” 
program. 


exciting post-war “ firsts” 


Let your imagination fly high when you 

think about the improved products and 

merchandising help you'll get from 
Proctor after victory. A lot of brand 
new Proctor “firsts” are on the way! 





Buy War Bonds 





WEWEMAKER iN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., PHILADELPHIA 40, PA, 
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Customers bring their sets in to Herb Ferris which gives him more time at the Bench 


One- 


Radio Business 


Man 


Pete Hanna of Hanna-Ferris Co., Austin, Minn., is away 
fighting Japs so Herb Ferris holds the fort alone 


ETE HANNA is in the South 
Pacific fighting Japs, so his part- 
ner, Herb Ferris is carrying on 
alone during wartime. As a result, the 
Hanna Ferris Co., Austin, Minn., is 
continuing to help the local folks keep 


| their radios and other appliances in 


good condition, and to prepare the way 
for an excellent post-war business. 

For one man to carry on a two man 
business during wartime is quite a task. 
Herb Ferris can put in just as many 
hours a day as he wishes at the shop 
and still not be able to complete all 
the jobs that come in for repair on 
time. But he turns out a lot of repair 
: and eventually customers 
are taken reasonable 
rates. 

“We do the best we can under the 
circumstances,” says Mr. Ferris 
“There are times when I have lots of 
At other 
little lull and then I 
get a chance to get caught up. How- 
ever, I am glad we are able to take 
care of all our regular customers and 
any others who come to our shop, for 
we have an eye on that post-war busi- 
ness, too. When my partner and his 
buddies get through finishing the Japs 
and return to this country, there should 
be plenty of work for all of us for a 
long time. We expect to sell many 


jobs most 


care of and at 


radio sets awaiting repairs. 
times there is a 


| appliances as soon as they are avail- 


able.” 
Customers Bring Sets 


Operating alone at the shop, Ferris 
cannot take too much time off to pickup 
and deliver sets. He goes out only in 
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cases where the set owner has no means 
of bringing in his radio. For the most 
part, however, he says, customers are 
very willing to co-operate by assuming 
the responsibility of bringing the sets 
in and calling for them when finished 
This also gives Ferris more time at the 
bench, which him to 
more sets. 

“We have been fairly lucky on the 
tube and parts situation to date,” says 
Ferris. “We've been able to repait 
most sets brought in, but our tube stock 
is now getting low and we are anxiou 
for replacements if wé are 


enables 


_— 
repa 


to continu 
to do a good job for our community 
this year.” 

In addition to handling his own rad 
repair work, Mr. also has 
couple of other jobs. His firm installs 
the local police broadcasting systen 
must keep this in operation at all times 
This involves constant inspection a! 
checkup. Mr. Ferris also does all th 
radio work for the local civil air patt 
which is another very important enter- 
prise during wartime. 

As if this were not enough f 
man to handle, Mr. Ferris also teaches 
code and communications at the Austin 
Vocational School which takes a couple 
of evenings a week. 

“Naturally during wartime every 
patriotic person does more work,” says 
Ferris. “We want to do our share t 
help win the war, and we also want to 
protect that business of ours. [or 4 
returning soldier to have a going us! 
ness to come back to, really meens 4 
lot. I hope that is what my pa‘tner 
will have here.” 


Ferris 
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WHAT'S COMING from Arvin for 
the electrical trade when civilian 
production can start again? 



















































be po Electric Heaters of the fan-forced type, of course— 
7 sw the radiant type of heater, too—and other fast-sell- 
i i . . . 
set ing small appliances with features that can be mer- 
shed . : 
= chandised as never before. Also . . . Radios—large 
ut the 
Nai and small sets and combinations—with many devel- 
YOUR BATHROOM is flooded with lnm 
rious extra heat... Your little sails 4 ees ° ® ° ” ° 
: eR opments in “inside engineering” and “outside de- 
Hi comfort all the year around. ea 
ay ee) Saat sign” for better performance and appearance appeal. 
‘ teed “Tre meen ior extra heat in bathrooms knows . . ° 
“1 no season. At some time, almost every day There'll be other Arvin Products of interest to you, 
ecneaaycgeheecyed ceria | 
xi Arvin provides thee extra degrees of hea a too. But it’s still too early to tell you the details. f 
LA >| sh — and ber com a8 ll. Dad enjorsi, w0 There’s still plenty of war work to be done. But 
1 <te bin euly coming done and shoe But 5 ? 
; a remember this—the company back of Arvin Prod- 
es ucts is in a strong position for the development of 
merchandise and markets for you—with capital and 
surplus in excess of $7,500,000. So... keep Arvin 
ARVIN Gs the name om peacetime products of in mind in your plans ahead. E 
NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA fos 
iter bod 
L | 
‘Gas Awarded to the men and women ; | 
he alt ; > of four of our Columbus plants : 
- fo 
aple 4 Miniature reproduction of one of a series of advertise- 
eur an Extea WAR COND THIS MONTH ; , : 
ments appearing regularly in many leading national mag- 
ead azines to keep Arvin in the minds of your future customers. 
says 
et 
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New Consumer Promotions... 
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‘GROUNDWORK’ 


MARCH...APRIL...MAY...those were history- 
making months for retailers of Westinghouse 
Electric Appliances. 

Within those 90 days, Westinghouse announced, 
in this magazine, not one... not two... but 
THREE powerful new national advertising pro- 
grams. All three of these campaigns promote a 
postwar thirst for better electrical living. All three 
are projected at the greatest urge to buy the world 
has ever known. 

Competition for these accumulated dollars, not 
only from within the electric appliance industry 
itself, but from thousands of other consumer items 


as well, will be tough, keen and aggressive. 
And only by similar measures— by farsighted 
and aggressive merchandising and the will to 
take the initiative—can Westinghouse and 
Westinghouse retailers set the pace in the elec- 
tric appliance field. 

We have started our “groundwork” now. Upon 
it we, with the help of our distribution outlets, 
shall build a solid foundation for their profits and 
ours when the war ends. 

See your near-by Westinghouse distributor for 
complete details concerning a Westinghouse post- 
war Retail Franchise for your store. 


Tune in: John Charles Thomas + Sunday 2:30 EWT., N. B.C. 
“Top of the Evening” + Mon. Wed. Fri. 10:15 EWT., Blue Network 


Westinghouse 


ELECTRIC HOME APPLIANCES 


AR MARKET 
AIMED AT YOUR a. 
NATIONAL MAGAZINES 


coher magatinee teted below Mey 
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Attract and hold customers 
by using 
G-E FACTORY SERVICE PLANS 


For fractional-hp motors 


© NE sure-fire way to attract and hold trade, to maintain 
a steady volume today and to build for the post war period, is 
through the dealer-proved G-E Factory Service Plans. If you’re 
prepared to repair or replace inoperative motors quickly, eco- 
nomically, and expertly you can attract more service business to 
your store; you can get your share of this increasing war-time 
business. 

These Factory Service Plans enable you to make repairs and 
replacements on practically any G-E fractional-horsepower 
motor, regardless of the type or make of appliance on which it 
is used. The work is done quickly and reasonably —with conven- 
ience and satisfaction for your customers, and at a profit that you 
know beforehand. But more important, there’s no need for you 
to train repairmen—G.E. does the work. You render the service 
without actually making the repairs. 


Simple, isn’t it? And profitable, too! Ask your distributor to 
tell you more about these Factory Service Plans—or fill in and 
mail this handy coupon. Start and keep 
service customers coming your way. Gen- 
eral Electric, Schenectady, N. Y. 





BUY WAR BONDS 


MOTORS 
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These FACTORY SERVICE PLANS 
will help you build 
extra business NOW 


1. THE EXCHANGE PLAN Covers the most 


commonly used types of G-E fractional-horse- 
power motors. Makes possible immediate re- 
placement from G-E field stocks or from your own 
buffer stock. Replacement motors carry the G-E 


new-motor warranty, except for finish. 


2. SPECIAL REPAIR SERVICE PLAN Provides 
for factory repair of semi-standard G-E f-hp 
motors not covered by THE EXCHANGE PLAN, 
at established prices. Enables you to make quick, 
accurate, on-the-spot estimates. Repaired motors 


carry the G-E new-motor warranty, except for 
finish. 


3. REGULAR REPAIR PLAN Covers f-hp mo- 


tors not included in either of the other two plans, 
except extremely old or obsolete models. Inspec- 
tion is made at the factory, and a cost estimate 
is submitted before work is started. These motors 
also carry the G-E new-motor warranty, except 
for finish. This plan rounds out this G-E service 
and enables you to handle repairs on practically 


any G-E fractional-horsepower motor. 
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People, Products, Plans 


June, 1944 





533,868 More Irons 
Authorized by WPB 


Production quotas totaling 533,868 
more electric irons, bringing the grand 
total for production authorized by the 
War Production 30oard to date to 
926,438 irons, have been issued to 15 
additional manufacturers, the war 
agency announced recently. WPB also 
announced that it expects to authorize 
the production of 88,000 electric ranges 
during the present year and, in addi- 
tion, will assign quotas for the manu- 
facture of 100,000 propeller-type elec- 
tric fans. 

The iron manufacturers and the pro- 
duction quotas assigned them in the 
two most recent orders of WPB are 
as follows: 

American Electrical Heater Co., De- 
troit, 41,000; Cissell Mfg. Co., Louis- 
ville, Ky., 7,500; Gilson Electric Mfg. 
Co., Chicago, 5,000; Knapp-Monarch 
Co., Dover, O., 192,000; Manning, Bow- 
man & Co., Meriden, Conn., 38,500; 
Metalware Corp., Two Rivers, Wis., 
16,500; National Stamping & Electric 
Works, Chicago, 8,800; Nelson Machine 
& Mfg. Co., Cleveland, 58,000; Reimers 
Electric Co., West New York, N. J., 
2,100; Rutenber Electric Co., Marion, 
O., 4,600; Lawrence M. Stein Co., Chi- 
cago, 1,000; Verplex Co., Essex, Conn. 
(for Landers, Frary & Clark), 97,868; 
Waage Mfg. Co., Chicago, 4,800; Wav- 
erly Tool Co., Sandusky, O. (for Titeflex, 
Inc., Newark, N. J.), 31,200; Winsted 
Hardware Mfg. Co., Winsted, Conn.., 
25,000. 

WPB disclosed that some of the 
88,000 ranges have already been pro- 
duced under an emergency program 
Quotas for the remainder will be as- 
signed to the manufacturers who will 
be able to produce without interfering 
with war contracts. About 68,000 of 
these ranges will go to civilians as re- 
placements for essential needs and to 
outfit new war housing. The remainder 
will go to federal agencies to fill “spe- 
cial orders.” The civilian allocation 
will meet most essential requirements, 
WP B believes. They will be distributed 
through normal retail channels and 
will not be rationed but will be sold 
on written certification. 

Only three-burner, apartment-type 
ranges, which are already in produc- 
tion, will be available before the lat- 
ter part of the year. Some production 
of standard four-burner models may be 
authorized. 





"Home Freezer" 
ls Correct Name 


The refrigeration section, Na- 
tional Electrical Manufacturers As- 
sociation, recommended the name 
“home freezer” to designate sub 
freezing refrigerators for home 
storage of frozen foods, at their 
meeting in Chicago, April 26. A 
“home freezer” was described as 
“the household type of low tem- 
perature, mechanically refrigerated 
cabinet used exclusively for the 
freezing and/or storage of frozen 
food.” Previously there had been 
no generally accepted term or 
phrase that was expressive of the 
product's function and a variety of 
terms were being used to denote this 
type of equipment. 

This action of the manufacturers 
association section, whose members 
represent makers of electric refrig- 
erators and other home appliances, 
makes available a term for general 
use which should reduce confusion 
in this field. It is expected that 
after the war the manufacturers 
of household electric refrigerators 
also will be large producers of 
home freezers. 











Appliance Distributors Division 
Formed at NEWA Convention 


Formation of an Electrical Appliance Distributors Division of the 
National Electrical Wholesalers Association was voted at the 36th annual 


convention of the association in Chicago recently. E. B. Ingraham, presi- 
dent of the Times Appliance Co., New York City, was elected first chair- 
man of the new division. Mr. Ingraham contributed substantially to the 


formation of the tentative program 
well as to its organization, and served 
as chairman pro-tem, at its organiza- 
tion meeting held preceding the con- 
vention, according to Chas. G. Pyle, 
managing director of NEWA. 


Busey New President 


John L. Busey, president of the 
General Electric Supply Corp., was 
elected president of the National 
Electrical Wholesalers Association, 
succeeding D. Lyle Fife. Warren I. 
3ickford, district manager, Westing- 
house Electric Supply Co., Pitts- 
burgh, was elected vice-president. 

The convention had a record-break- 
ing attendance of over 1,000. In ad- 
dition to the presentation of com- 
modity committee reports, delegates 
heard special reports from the Na- 
tional Adequate Wiring Bureau; the 





YOUNGSTOWN 194X KITCHEN—Practical rather than radical is the modern 
kitchen Youngstown will supply to national dealer outlets immediately after the war. 
Above is one of the company's designs. 
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of activities for the new division as 


Post-War Planning Committee of 
NEWA, headed by Herbert Metz of 
Graybar Electric Co.; a special panel 
on WPB problems, addressed by Dean 
C. Gallagher and Julian A. Hawks of 
the Office of Civilian Requirements. 


Mr. Hall's Appliance Study 


One of the principal addresses was 
delivered by Willard Hall, vice-presi- 
dent—Times Appliance Co.—titled, 
“Potential Appliance Market in 1946”. 
Prepared personally by Mr. Hall, with 
expert technical assistance from sev- 
eral of the country’s foremost statisti- 
cal and educational sources, this ad- 
dress proved to be a studied look into 
the immediate post-war future so far 
as a long list of electrical appliances 
is concerned. The illustrative material 
included a correlation chart for each 
of the long list of appliances which 
Mr. Hall studied. Summary charts of 
the over-all Potential Appliance Mar- 
ket also were included in Mr. Hall’s 
presentation 

Mr. Hall’s observations of his study 
were based on “Markets After the 
War” by Dr. S. Morris Livingston, 
as published by the U. S. Department 
of Commerce. The aims of Mr. Hall’s 
study were to indicate year by year 
what the appliance sales experience has 
been and in relation to maximum em- 
ployment and other ideal economic con- 
ditions (after Victory) the likely ap- 
pliance demands as they appear to be 
by 1946. Using a base line of so- 
called PAM, meaning Potential Ap- 
pliance Market, Mr. Halli demonstrated 
mathematically for the large number 
of appliance lines covered, what the 
accumulated demands year by year 
will be by 1946. 


Copies Will Be Available 


Mr. Hall’s address is being copy- 
righted and published by the Associa- 
tion in book form in order to meet the 
great demand that already has been 
made for copies. 
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Electrical Women's Job 
Described by Hirose 


Members of the Electrical Women’s 
Round Table of New York were 
hostesses recently to a large group of 
utility home service women from New 
England and the Eastern seaboard 
who were attending the Eastern Re- 
gional Conference of the Edison Elec 
tric Institute 


Hirose Speaker 


Arthur P. Hirose, director of pro 
motion and market research, McCall’s 
Magazine was the principal speaker, 
and his subject was “The New Chal 
lenge to Electrical Women.” 

Mildred Nichols, home service di- 
rector of Graybar Electric Co., gave a 
brief account of the activities of the 
club in the past 20 years. Others who 
spoke briefly were Ada Bessie Swann, 
Woman's Home Ci mpanion and Kath- 
erine Fisher, Good Housekeeping 
Magazine 
for women of 
the electrical industry,” according to 
Mr. Hirose,” is to take on the very 
large and important job of selling the 
idea of electrica 


poor he new ¢ } alle nge 


living to the largest 


number of women prospective cus- 
tomers the electrical industry has ever 
found waiting for it 

“To do this job, home economists 
and other women in the electrical in 
lustry must become proficient in know 
ing women, their wants a desires 
their likes and dislikes They will 
have to lea nore about electrical 
appliances and he to render a greater 
service to wome! They will have to 
make their influence felt in the elec 
trical industry to sé¢ that the story 

electrical living is taken to women 
in woman's own language It will be 
necessary to do a full, complete and 
helpful educational job in all phases of 
homemaking for the Vv crop of home 


makers—the millions of brides who 
have not vet set housekeeping: the 
millions of women, who because of 
their families’ war incomes, will have a 
hance for the first time to buy long 
needed appliances like refrigerators. 
vacuum clearne and washing 
machines—going over the ground cov 

red vea i 7 


Mr. Hirose furtl said, “Women 
in the electrical industry should lift 
he ights a ll the idea of elec- 
trical living as a whole t narrowing 
their educatior nd selling work to 
a single appliance iece of electrical 
equipment I e benefits of elec- 
trical living in the home can be sold 
to the millions of new women pro 
pects, the new hallenge will have 
been. met. It is an educational job 
; . ’ a 


Fluorescent Fixtures 


Still Curtailed 


The manufacture of fluorescent light- 
ing fixtures must continue to be cur- 
tailed because of the limited available 
production of ballasts and transform- 
ers for these fixtures, the War Pro- 
duction Board said recently in report- 
ing on a meeting of the Fluorescent 
Lighting Fixture Industry Advisory 
Committee 
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WPB Policy on Civilian Production 
Described by Donald Nelson 


involved 
Nelson, 


Discussing problems 
production, Donald M. 


chairman of 


a resumption of civilian goods 
the War Production 


Board, in an address delivered recently before the Atlanta Chamber 
of Commerce, reiterated that despite “pockets” of unemployment and 
inventory surpluses resulting from cutbacks, any major swing toward the 
production of civilian goods is out of the question at this time since it would 


jeopardize the war effort. 
Politics Are Out 


“This WPB policy needs to be 
clearly understood,” Mr. Nelson said. 
“Concerns and individuals adversely 
affected by cutbacks and continued 
restrictions on civilian production must 
recognize that political pressure and 
criticism of the Government will not 
cause us to relax that policy. Only 
military developments can do that. 

“Here and there we find substitutes 
where it is perfectly clear that a small 
expansion of essential production can 
be permitted without interference with 
the over-all war effort. In those cases, 
WPB may allow concerns to employ 
idle facilities, surplus materials and 
small numbers of otherwise unem- 
ployed workers to make essential con- 
sumer items of which there are short- 
ages 


New Manufacturers 


“The allocation of materials to such 
concerns by W PB naturally raises cer- 
tain questions. Other manufacturers 
in the same peacetime line of busi 
ness want to know whether they will 
be given the same opportunity to make 
civilian items. Concerns which have 
never made that item before, but which 
would like to make it, want to know 
if they will be permitted to enter pro- 
duction.” 

From a standpoint of fairness, it 
would be ideal if all pre-war producers 
of a particular civilian product could 
be permitted to resume production at 
the same time and in amount approxi- 
mately equal to their peacetime pro- 
duction, Mr. Nelson continued, but 
such a plan is a physical impossibility 
Owing to the varying degrees to which 


oppose any such development 


companies are engaged in essential 
war work. 

“The tremendous impact of the war 
on the economy is bound to produce 
hardship for some business concerns, 
as well as for other elements in 
society,” he said. Obviously the Gov- 
ernment cannot entirely prevent such 
hardships. The controlling factor in 
laying down policy must be the interest 
of the public as a whole, rather than 
the protection of any one group. 

“If, without interference with the 
war effort, we can give a manufacturer 
in a non-critical manpower area mate- 
rials and parts to resume production of 
things the civilian economy needs, I 
think it is to the public interest that we 
do so without waiting until another 
concern in a critical area is permitted 
to resume production. Where military 
production is concerned, we cannot 
consult the convenience or the com- 
petitive interests of the firms involved 
The only way that I can see to assure 
the most essential civilian production 
is similarly to fit each item into produc- 
tion schedules wherever it is possible 
to do so, even though the effects on 
competitive situations may be painful.” 

The question of new competition 
touches the roots of national policy, 
Mr. Nelson pointed out. 


Maintain Free Economy 


“If the government were to attempt 
to prevent new competition, there 
would clearly be grave danger of 
shackling the country with a regi- 
mented economy for a long while to 
come,” he said. “I would strenuously 
In my 
judgment, it is all-important to main- 
tain a competitive, free enterprise econ- 








Fred Maytag Ii, president of The Maytag Co., at Newton, lowa, speaks to the 
company employees as he accepts the National Security Award, given by the U. S. 
Office of Civilian Defense for the superior manner in which the company had pro- 
tected its facilities and personne! against fire, sabotage, accident and war attack. 
The award was presented by Major General Charles H. Danielson, commanding the 


Seventh Service Command at Omaha, Neb. 





omy; and controls should be relaxea 
whenever they cease to be to the over- 
all benefit of the wartime economy. 
However, the need for some controls 
is obviously going to continue for 
awhile. Certain materials are still 
scarce, and some, such as lumber and 
leather, are becoming scarcer. A few 
component parts are still critical, such 
as ball bearings, fractional horsepower 
motors, heavy castings, and engines. 
I would estimate that in the consumers 
durable goods field, there are 20 to 
30 industries which require these com- 
ponents. 

“Restrictions on ‘new’ companies 
which want to enter an industry for the 
first time will undoubtedly be needed 
until the now critical components and 
materials are in easy supply. It is 
the view of the War Production Board 
that so long as wartime controls are 
retained, materials and components 
should not be allocated to these new 
firms until firms already established in 
the affected industries, and which ar 
in a position to resume production of 
their former products, have received 
their just allocations. On the other 
hand, if an essential civilian item is 
scarce, and if a new concern is in a 
position to make it without interference 
with war production, and if the es- 
tablished manufacturers are not in a 
position to resume production of the 
item, then in the public interest alloca- 
tions should be and will be made to 
the new firm.” 


Third Year for 
Philly Service Plan 


Plans for the continuance of the 
Electric Appliance Service Plan, a 
program initiated three years ago, were 
detailed to members of the Electrical 
League of Philadelphia at a dinner 
meeting in that city at which George 
E. Whitwell, vice president in charge 
of sales for the Philadelphia Electric 
Co., presented a schedule for the bal- 
ance of 1944 to the 133 repair dealers 
attending the meeting. 


500,000 Repair Jobs 


3efore outlining the activities con- 
templated by the association for the 
balance of the year, Mr. Whitwell sum- 
marized results attained by the service 
plant to date, recalling to those present 
that in 1942 the program had developed 
approximately 260,000 repair jobs, for 
an average of 49 repairs per dealer 
per week. 

In 1943, total repairs jumped to 
500,000, an average of 57 jobs per 
dealer per week, while from present 
indications it appears 1944 may show a 
further increase to 600,000, breaking 
down to an average of 64 repairs per 
dealer per week as the appliance serv- 
ice plan goes into its third year with 
an enrollment of 175 repair dealers. 

Widespread publicity and consistent 
advertising brought these results, he 
said, pointing to a total of 980 adver- 
tisements appearing in 68 newspapers 
during the two-year period, the aggre- 
gate linage running 255,000 for a com- 
bined circulation of 24,000,000. On a 
five-day week schedule, this meant two 
advertisements per day for two full 
years. 4 

In announcing the new program for 
the balance of 1944, Mr. Whitwell 
broke the term into two periods, the 
first ending July 15 and the second 
running from September 15 to the end 
of the year. 
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onE PRIMARY 


REASON WHY YOUR 
POSTWAR CUSTOMERS 
WILL DEMAND ..... 


Deentreeze 











You don’t need to be an engineer to understand why the engi- 
neering excellence of Deepfreeze means greater efficiency, 
greater sales appeal. 

For unlike ordinary frozen food cabinets, Deepfreeze pro- 
vides a solid wall of primary freezing surface entirely sur- 
rounding the food chamber. 

No heat absorbing unit clutters up the food storage area. 
No heat infiltration passes through food. This exclusive 


high thermal efficiency, economy of operation—and more 
positive, more dependable food protection. Food moisture 
stays IN foods stored in the Deepfreeze no dehydration. 
That’s why food frozen and stored in a Deepfreeze keeps prime 
fresh for months and years, with no deterioration. 

Bear in mind, too, that Deepfreeze is pre-tested, pre-proved 
—and okayed by daily use in thousands of America’s homes 
during over six years’ performance. 
















Deepfreeze feature makes possible a maximum differential Remember, no other quick-freezing unit bears the name Deep- 
of approximately only two degrees F. or less, between 
the temperatures of the refrigerant and the inside of the 


storage chamber. 


freeze. The name Deepfreeze is registered and applies only to 
products of the Motor Products Corporation. For their protec- 
tion, customers will look for the name Deepfreeze, knowing “It 


This rigidly maintained temperature differential means isn’t a Deepfreeze unless it bears the name Deepfreeze.” 


Cartridge cases, airplane nose and tail gun turrets, 
blood desiccating units and industrial freezing equip- 
ment are among the war products that Motor Products 
Corporation is proud to be making to speed the day 
of Victory. 









AWARDED 
DETROIT PLANT 


CCp 





MOTOR PRODUCTS CORPORATION 


Deepfreeze Division: 2401 Davis Street, North Chicago, Illinois 
Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario 


ITEEZE 


TRADE MARK REG. U. S. PAT. OFFICE 
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THE LEADER FOR 
12 STRAIGHT YEARS 














In thinking of the future, here’s the first and 
The Leader in most important fact for every appliance dealer 
HOME RADIO ) to keep in mind today. For 12 straight years 
—~ n ™ before the war, Philco was the overwhelming 
a ADIO-PHONOGRAP leader in its field... in engineering, in mer- 
chandising, in advertising and promotion, in 

The Leader 'n , ites 
AUTO R ADIO ne ee . yes, = every essential in- 
| gredient of a big-time, consistent, dependable, 
The Leer TONING profitable proposition for the retail merchant. 

AiR CO 
tacular Rise '" 
SEFRIGERATION 






The Most Aggressive Appliance 
MERCHANDISING 







The Widest and Most Solid 


DISTRIBUTION 
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THE GREATER 


PHILCO OF TOMORROW 


1944 


Yes, while working for war, Philco LEADERSHIP 
prepares for peace. A greater Philco is coming... 
born of war research and new merchandising goals. 
When you weigh your plans for the future, remem- 
ber the record of Philco leadership. The Philco All 
Year ’Round franchise will bring you your greatest 
opportunities for profit in the appliance field. 


Your Philco Distributor is on the 
way to tell you the Full Story 


Right now, your Philco distributor is making his plans for 
the Greater Philco of Tomorrow. He'll be seeing you soon 
with an impressive story, Your Future with Philco”. Its a 
story you won’t want to miss! 
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Greater Stamina, 


Longer Life, Extra Safeguards 
built into 


UNLIGHT MOTORS 


The wide acceptance of Sunlight fractional- 


als ° . 
© horsepower motors by many leading appliance 


oS. 
% 


6 
Cro* 





manufacturers is largely due to this fact: 
Sunlight spares no amount of effort . . . no 
amount of materials ...no amount of research and engi- 
neering skill . . . to make the finest electric motors within 
the bounds of human and mechanical achievement. 


To prevent starting:strain, Sunlight engineers have de- 
signed-in up to three times the full-rated starting capacity. 
To give extra protection against short-circuiting, all 
windings are impregnated with an extra-heavy coat of 
dielectric insulator. To reduce heat-generation in the 
windings—a common cause of motor failure—full- gauge 
copper wire is used throughout. To provide smooth, 
trouble-free performance, bearings are the finest made: 
diamond-bored for microscopic smoothness; set in cast- 
bronze journals; self-oiling for the life of the motor. 


This spirit of perfectionism, plus broad engineering expe- 
rience and extensive manufacturing facilities, explains 
why Sunlight motors are used year after year by many 
of America’s most exacting manufacturers of household 
appliances. 


SUNLIGHT MOTORS FOR: 
AIR COMPRESSORS * WASHING MACHINES 
POWER-DRIVEN BENCH TOOLS + IRONERS 
MILK SEPARATORS + MILKING MACHINES 
FURNACE BLOWERS + STOKERS + Oll BURNERS 
WATER PUMPS- REFRIGERATORS-VENTILATORS 

AND MANY OTHER APPLICATIONS 





Buy more than before in the 5th War Loan 
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HOME SERVICE ROUND TABLE—More than 75 women heard Arthur Hirose at the 


Electrical Women's Round Table May dinner meeting. 


Out-of-town home service 


women, here to attend EE] Home Service Eastern Regional Conference, were guests 


of Graybar Electric Co. 


Post-War Home Service Problems 
Occupy Eastern Conference 


The Eastern Regional Home Service Conference of the Edison Electric 
Institute was held recently in New York, where a large group of home 
service directors from New England and the Eastern seaboard heard 
present and post-war plans for adequate wiring, home lighting, kitchen 
planning, laundries and home freezing, discussed by authorities in the 


industry. 


The use of fluorescent lighting in the 
living room and other rooms of the 
home besides the kitchen and bathroom 
was presented by E. W. Commery, 
manager residential lighting division, 
General Electric Co., and Myrtle 
Fahsbender, director of residential 
lighting, Westinghouse Lamp Co. Both 
Mr. Commery and Miss Fahsbender 
accompanied their remarks with slides 
showing what can be expected in post- 
war fluorescent residential lighting, 
using circular fluorescent lamps in con- 
junction with the straight tubes. “Day- 
light Kitchens” in which all work areas 
are illuminated to 50 or more foot- 
candles; floor lamps with shallower 
shades and lower overall heights; 250- 
watt infra-red lamps banked above 
kitchen cabinets to provide instant 
warming for cool seasons when central 
heating system is not in operation; 
germicidal Uviare lamps over nursery 
doorways to destroy air-borne bac- 
teria; and sterilizing cabinets for 
babies’ nursing bottles were some of 
the innovations described for better 
lighting of the homes of tomorrow. 

Frances Armin, director of consumer 
education, National Adequate Wiring 
Bureau, gave the home service di- 
rectors ammunition for the immediate 
present as well as for post-war in her 
talk entitled “What Can We Tell our 
Customers Now About Adequate Wir- 
ing.” 

The preservation of food through 
home freezing is gaining in industry 
interest and offers a large post-war 
market, according to D. C. McCoy, 
Frigidaire Corp. Mr. McCoy main- 
tains that natural color, flavor, texture 
and nutritional qualities are better pre- 
served through the freezing process, 
and tests have shown that only a third 
of the time required for canning is con- 
sumed by freezing. The problem of 
education on the value of frozen food 
is still largely unsolved, according to 
Mr. McCoy, and, in the removal of the 
mystery surround the processing and 
storage of frozen food, home service 
women can play an important role. 


Rural Electrification 


Speaking for the rural customer, 
Frank E. Watts, Farm Journal told 


the story of farm electrification and the 
far-reaching effect it will have upon 
the post-war social and economic wel- 
fare of the nation. “In the post-war 
period,” he said, “the farm will repre- 
sent the first market of the electrical 
industry. The industrial worker may 
face uncertainty of employment, but 
the farmer is assured of a market for 
all he can produce, and as a result, he 
will purchase such equipment as he 
may need just as quickly as it is avail- 
able, for he has the assurance of a 
continued income. The responsibility 
of providing the farmer with this 
equipment and educating him in its 
proper use rests squarely on the shoul- 
ders of the electrical industry.” 


Home Laundry 


Edwina Nolan, director of the Home 
Laundry Institute of Bendix Home 
Appliances Inc., outlined a program 
designed to help educate the public on 
the subject of home laundry. She 
pointed out that while 61.5% of house- 
wives recently questionnaired said they 
do all their own laundry, only 3.4% 
send all of it out. Most of the ironing, 
too, is done at home with the percent- 
age varying from 94.5% who iron all 
the lingerie themselves to 62.5% who 
iron all shirts at home. These figures 
according to Miss Nolan, indicate not 
only great sales possibilities, but also 
the need for great educational pro- 
grams. Equipment such as washers, 
ironers, driers and hot water heaters 
are of little value to homemakers who 
have never been taught how to use 
them properly. And a real job can be 
done by home service women, sh 
said, in practical demonstrations 
especially on ironing machines. 


Little Moves Office 
Of Midwest Division 


For the greater convenience of ¢ 
burning home heating equipment deal 
ers in the Chicago area, the H. ( 
Little Burner Co., Midwest Divisio! 
announces the moving of their offic: 
from Aurora, IIl., to 32 So. Jeffers: 
St. Chicago, at the Loop, effective Jun 
Ist. Ken Swift continues to serve a 
District Representative. 
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GOLD STANDARD! Genuine Silex is the GOLDEN TOUCH in advertising! Silex 





standard by which all coffee makers are judged. national ads dominate the field—in frequency, 
in number of consumers reached, and in the 
“24-K” PRESTIGE! Silex adds to your reputa- mouth-watering way they stress Silex coffee 
tion for carrying the top brand in every line. goodness, obtainable only with coffee makers 
marked Genuine Silex. 
THE REAL THING! No need to say “just as 
good as Silex.” Too many people already know GOLDEN PROSPECTS ahead for you—with 
that only coffee makers plainly marked sensational new coffee maker developments and 
“Genuine Silex’’ can make coffee so clear and the already proven Silex Automatic Electric 
full flavored ...that only Genuine Silex has the Steam Iron, ready to launch the minute peace- 
patented FLAVOR-GUARD filter. And millions time production can be resumed! 


more are learning, from Silex advertising. 


GOOD AS GOLD in your inventory! An- 


other Silex feature that can’t be duplicated is 
the way Silex moves off shelves. 


tl € Xx 


TRADE MARK REGISTEREO U. 5S. PAT. OFF 









THE SILEX COMPANY - HARTFORD I, CONN. + Creators of the Glass Coffee Maker Industry 
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Cleveland Electrical League 
Visualizes Post-War Market 


As one means of dramatizing the to be sold. This market is broken 
opportunities which will be present in down to include unsold homes, and 
the post-war period in appliance sell- worn-out appliances ready for replace 
ing, the Electrical League of Cleve- ment. The study is confined to the 
land has recently issued a folder with Cleveland market alone which makes it 
a series of charts showing the present possible for the individual dealer to ar- 














saturation, or public acceptance, of rive at some estimate of his potential 
various electrical appliances, together when appliances are once again avail 
with figures on the market remaining able. J. E. North is league president. 





ts yf YOUR $23,000,000 MARKET 


BLOWER UNITS 3 FROZEN FOOD CABINETS 








Inspecting the ball turret are 
Brig. General Benjamin Meyer, 
Major General Alexander I. Bel- 


yeau, Chief of Russian Air 000 IN USE...600 
Forces, Lt. General H. H. Arnold, IN USE...13, 194 
Chief of U. S. Army Air Forces, 194X v —— 
and Colonel Alonzo Drake een nantes neste WORM OUT__ 
MARKET 310,000 ye 408 
TO BE SOLD ‘ 
eeTan vaive ad RETAR VALUE 











Vm | TRONERS 











IN USE...227000 . - +l IN USE...30,000 
194X 
UNSOLD WOMES. HOMES__ 96.000 UNSOLD HOMES 193.000 
WORN OUT 15,000 worn Se ee 
MARKET. eee MARKET. 193.600 
TO BE SOLD _ 35,000 TOSESOLD. 6000 
+1,890,0002° +336,000° 








CLOTHES WASHERS LIGHTING 





EVER LINE that proclaims a new air attack on the — IN USE...323,000 
enemiie#yof \Democracy . . . every Nazi war plant and UNSOLD HOMES _ 75.000 PARTIALLY SOLD 323,000 

/ ne. : MARKY. 97800 ‘ns SOnSRETRATIORS_ b5.009 
m > blasted by our Flying Fortresses . has To 8t so.p_ 30000 


RETAIL VALUE aiTan VALUE 


ew lift to the hearts and hands of the men 2,340,000” 11,615,000" 
n who work at Voss, helping to produce ball 
turds for big bombers. The inspiration given by our 


























fighting men to everyone at Voss has enabled us to earn a RADIOS oy SMALL APPLIANCES 
>! 
the Army-Navy “E” award for outstanding production - ee 2 
and precision. Until the enemy is “cleaned up” and omar anaes — .. * 
Voss again produces the Voss Washer, we'll keep that ae eater yma 
E” flag flying and wear our “E” pins proudly. *2,430,000° $1,661,500 














= RANGES _ | STOKERS 


IN USE...33000 = INUSE...10400 

















94x 
see mas — 
TOSESOLD____———s 10,000 TOSESOLD___—s«3.200 
+1,410,000% $902,000" Co 





yor 











|| REFRIGERATORS WATER HEATERS | 








| IMUSE...223,000 IN USE...2.967 7 

194x 194x 

ren out sone snore 
TOBSESOLD._-—_55,000 TO BE SOLD. 3.500 





anTan vaive 


#8,525,000.°° ; $290,500 3 
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: NEW SERVICES. 


yNY U' Plan Dealers 


I. is the primary function of the “U” Plan for ““V” Day to bring the dealer 
and consumer together. Over ten thousand dealers are already well launched 
on this first phase. Their customers are planning post-war appliance purchases 
with them today! 

Now comes the important second phase! Timed to your needs, Universal 
is making available to “U” Planners extra added features such as the 
“Dealer’s Digest” — a monthly information bulletin with pertinent facts to help 
you do a better job of post-war planning. If you want the answers to questions 
like the following, you will want the “Dealer’s Digest’: 


e What progress is being made toward civilian production of elec- 
trical appliances and housewares? 


e Why should dealers keep a merchandising eye on the local bank? 
e Why should you be interested in war brides? 


e How do estimated post-war sales potentials of electrical appli- 
ances compare with actual ‘41 sales? 


If you're not aU” Plan Dealer, fill out the coupon today! Don’t delay! It costs 
you nothing. Universal furnishes the “U”’ Plan, the National 
Magazine Advertising and Free Identification Package. You 

Coordinated merchandising services geared to do not have to be a Universal dealer to become a ‘“‘U”’ Planner. 

your needs-— released at a time to help you most. 


UNIVERSAL 


“LANDERS, FRARY & CLARK © NEW BRITAIN, CONN. 








= _— eee eel ee y 
LANDERS, FRARY & CLARK Dept. EM 

| New Britain, Conn. 
Gentlemen: 

| I wish to become a “U” Plan Dealer—please send 
free “U” Plan for “V” Day Plan Book and first issue 

| of ‘“Dealer’s Digest” to 
Name 

| Address 

he 


City State 
—— a ee ee ee eee eee 
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“Plastic Eye" Model 
Stock No. 100 


GITS 
PLASTIC 
FLASHLIGHTS 


Batteries and working parts are clearly visible 
through the transparent, unbreakable body of 
Gits Plastic Flashlights. Battery corrosion, that 
has destroyed millions of flashlights yearly, is 
detected immediately. Here is the really modern 
flashlight with longer life, new utility, eye ap- 
peal and pleasing warmth of touch. Three-way 
signalling and positive switch always works! 
Two cell, pre-focused with brilliant reflector. 
Available in two styles, illustrated. Transparent, 
also in colors red, black, khaki, blue or ivory. 
Straight 2-cell "Plastic Eye" Model, Stock No. 
100 retails at $1.00. Super Right angle 2-cell 
Model, Stock No. 122 retails at $1.75 (with 2 
bulbs). Order now from your jobber. Subject to 
ratings required in Limitation Order L-71. Orders 
also accepted for post-war deliveries. 


4656 WEST HURON ST., CHICAGO 44, ILLINOIS 


JUNE, 
















Super Right Angle Model 
Stock No. 122 
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But a whole lot more will thank Majestic for 


Controlled Distribution 








DEALERS who sell Majestic—and there'll be a lot of them—will 
Operate on a sound, profitable basis unique in radio history. 
Any dealer who has the Majestic franchise can be sure he’s 





in a set-up that’s fair for all, not a free-for-all. Controlled 








Distribution will see to that— Controlled Distribution, the 





unique plan which only Majestic is in a position to establish. 








It’s the way most dealers have always wanted to operate. 
That’s why we say that, while “some dealers may be pretty mad 
at us...a whole lot more will tAank Majestic for Controlled 
Distribution.” For this unusual plan means profits, just as. . . 





Majestic Means Business RADIO TELEVISION ELECTRONICS 
. .. and lots of it! 


MAJESTIC RADIO & TELEVISION CORPORATION * CHICAGO 32, ILLINOIS 
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ARE QUICKLY CLEANED -— 
FROM THIS HARD,,| SMOOTH FINISH 








Tie lad’s tumble didn’t harm the porcelain surface. You can prove this yourself. Scuff 
a porcelain enameled range with the side of your shoe. With a damp cloth you can quickly 


wipe away every trace of dirt. 


Porcelain is easy to clean and is the most sanitary of all fin- 
* NY ishes. It seldom needs scrubbing or scouring and its beautiful 
SA appearance lasts the life of the appliance. 


Porcelain will withstand great heat. It is a glass-hard mineral 
substance fused on a special kind of iron at 1550°F.—a tempera- 
ture that would burn organic finishes to a crisp. A hot skillet 
won't scorch a porcelained range-top. 





Highly acid lemon juice will not permanently stain a porcelain 
range or refrigerator with an acid-resisting finish —even if left 
on the gleaming surface overnight. 





No other finish has the practical advantages of porcelain 
enamel, That's why it will be used for your top-quality 
home appliances after the war. Many will he porcelain 
on Armco Enameling lron—the most widely used metal 
base for this exacting purpose. 


Busy as they are on war work, manufacturers are find- 
ing some time to plan porcelained products for your cus- 
tomers after the war. These porcelain enameled appliances 
will be easier to sell than ever—with a good profit for 
your store. The American Rolling Mill Company, 1751 
Curtis Street, Middetown, Ohio. 


NATIONALLY ADVERTISED FOR THIRTY YEARS 











: 





Westinghouse Again 
To Make Radio Sets 


The Westinghouse Electric ar 
Manufacturing Co., which discontinue 
the manufacture of home receiving se 
in 1928, plans to re-enter this field a 
soon as war conditions permit, accor 
ing to Walter Evans, vice president 
charge of the company’s Radio Diy 
sion, Baltimore, Maryland. 

“We feel that for several reasor 
the post-war period offers an unusu 
opportunity to return to such produ 
tion,” he said. “With the obsolescen 
and wearing out of a large portic 
of the approximately fifty million s« 
in use at the start of the war, the r 
quirements of the public will pla 
demands on the industry far above th 
prewar volume. Westinghouse, t 
meet war demands, has enormously ex 
panded its radio capacity. It is now 
turning out fifty-one times the radio 
equipment it produced in the prewar 
years. 

“When peace comes again, instead oi 
closing down these greatly expanded 
facilities, with resulting unemployment 
we will turn them to the building oi 
home radio receivers. Further, in the 
period since radios were last built 
there have been great technical im 
provements growing out of the wa 
work, to which the public is entitled 
in the post-war models 

“We will, therefore, manufactur 
standard receiving sets and frequer 
1edulation, including phonograph con 


} 





binations and, as soon as possible, hom 


television equipment.” 


Noelke Named by 
American Washer and lroner 
Manufacturers Association 


Appointment of Allyn H. Noelke 
to be executive secretary of the Amer- 
ican Washer and Ironer Manufactur- 
ers’ Association, effective June 1, is 
announced by John M. Wicht, presi- 
dent of the organization and director 
of the home laundering equipment divi- 
sion, General Electric Co., Bridgeport 
Conn. Mr. Noelke’s office will be at 
111 West Washington street, Chicago 











ALLYN H. NOELKE 


Mr. Noelke until recently has be: 
the operations executive of Region S: 
OPA, headquarters at Chicago, a p 
he had held from the inception 
OPA. Before that he was gener 
manager of the Paramount Elect 
Supply Co., Chicago, and manager 
the specialties division, American 
Co., New York. At present, M 
Noelke is associated with McClu 
Hadden & Ortman, Inc., manageme 
Engineers. 
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“The best domestic washing method discovered” 


NOT LONG AGO, in this very publication, 
an editorial contributor made a statement that 
should be of interest to every electrical dealer. 
We quote: “In my opinion, Howard Snyder's 
submerged agitator is the best domestic washing 
method discovered ...it does a good job under 
all conditions and is not at all temperamental.” 
Admittedly, this is one man’s thinking. 
However, the fact that this man is both a 
prominent consulting engineer and patent 
attorney and has been intimately identified with 
the washing machine industry for many years 
lends unusual authority to his remarks. 
Perhaps, though, the clinching evidence of 


the great value dealers can attach to this state- 
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ment lies in the fact that shortly after Howard 
Snyder's submerged agitator appeared in 
the Maytag washer its merit led practically all 
other washer makers to adopt a washing 
principle as nearly like it as they could devise. 

Obviously, we, at Maytag, need no confirma- 
tion of the worth of the many major 
developments made by Howard Snyder in the 
field of household washers. No one could 
associate with Howard for many years, as we did 
without being aware of his genius, his pains- 
taking thoroughness and his constant searcn 
for better and still better methods. 

It was the Maytag washer to which 


Howard Snyder devoted all his talents . . . the 


1944 


submerged agitator, good as it is, being only 
one of the many contributions to progress 
which symbolize the developments of the past, 
as well as those which will continue to flow 

in the future from Maytag’s Research and 
Development Engineers, to insure the perpe- 
tuity of world leadership. This is a good thing 
for electrical dealers to remember for the 


post-war era of competitive selling. 


THE MAYTAG COMPANY, NEWTON, IOWA 


WASHERS 


IRONERS 
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When Shipments .\' 
are Ready 





HEN AIR EXPRESS shipments are allowed to lie 
W around waiting for end-of-the-day pick-up, you're 
throwing away a chance for earlier delivery. Ship 
when ready! Call ain Express the instant the label 
is on. This saves your shipment from running the 
gauntlet of end-of-day congestion at the airport, 
assures earliest possible delivery at destina- 
tion. Remember: when they’re ready 


let °em go! 


A Money-Saving, 
High-Speed Wartime Tool 
For Every Business 


As a result of increased efficiency developed to meet wartime 
demands, rates have been reduced. Shippers nationwide are 
now saving an average of more than 10% on Air Express 
charges. And Air Express schedules are based on “hours”, 
not days and weeks—with 3-mile-a-minute service direct to 
hundreds of U.S. cities and scores of foreign countries 


WRITE TODAY for ‘Vision Unlimited” — an informative booklet 
that will stimulate the thinking of every executive. Dept. PR-6, 


Railway F xpress Agency, 230 Park Ave., New York 17, N. Y., 
or ask for it at any local office. 





Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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EUREKA DOES SOME PLANNING—Eureka Vacuum Cleaner Co. has formed an 
“after hours" post-war planning committee to prepare for reconversion. Shown at 
a recent meeting of the committee are: left to right (front row) K. T. Mackey, 
chief accountant; Frank L. Pierce, chief engineer; Jack C. Coffey, assistant to the 
vice president. (back row) H. W. Burritt, president; Geo. T. Stevens, vice president; 
Geo. W. Phister, secretary and director of industrial relations; Grey H. Bernard, 
works manager, and Thomas W. Wagner, assistant to the president. 





Milwaukee Trade Adopts 
Post-War Merchandising Program 


The post-war planning work inaugurated by the Wisconsin Radio, 
Refrigeration and Appliance Association at a general meeting last Novem- 
ber culminated recently in adoption, jointly by the wholesale and retail 
distributors of appliances in the Milwaukee trade area, of a program 
aimed at the regulation of post-war appliance merchandising in the area. 
A broad statement of policy has been approved by both groups and will 
be used as the foundation of a continuous effort to keep the revival of the 


appliance business “as clean as pos- 
sible for as long as possible.” 


A Fresh Start 


The wartime merchandise drought, 
the association’s bulletin said, wiped 
out most of the trade evils which beset 
the appliance industry in pre-war 
years, and a determined group in Mil- 
waukee is going to make “an active, 
honest and continuing effort” to pre- 
vent the re-growth of these evils. The 
big advantage in favor of this combined 
effort to keep the business clean and 
profitable during the early stages of 
the post-war revival, they feel, lies in 
the fact that the flow of appliance mer- 
chandise, when production is resumed, 
will be slow and gradual. The first 
job of distributors will not be one of 
where they can sell the merchandise, 
but rather one of determining who is 
to get the first merchandise and under 
what conditions. 


Joint Committee Plan 


The group knows that the re-growth 
of trade evils cannot be restricted by 
mere adoption of a “code of business 
ethics,” so they are planning to set up 
a joint committee, consisting of an 
equal number of wholesale distributors 
and an equal number of retail dealers, 
with the secretary-manager of the 
association acting as a balancing ex- 
officio member. The plan is to bring 
this joint committee together at stated 
intervals to review the policy program 
and to change it as conditions demand. 

At the first appearance of a trade 
evil which threatens the welfare of 
appliance merchandising, the commit- 
tee will be brought together an asked 
to take steps, no matter how drastic, to 
smother that trade practice in its 
infancy. 
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The Basic Policy 


The basic policy approved by both 
the distributor and dealer groups is as 
follows: 


The Public: (1) Should not be 
made to pay more for any appliance 
than the manufacturer’s established 
retail price (2) Is entitled for full 
protection in the carrying out of the 
manufacturer’s warranty terms by both 
distributor and dealer. 


The Dealer: (1) Adherence to fair 
competitive sales practices to insure 
fair and legitimate profits (2) To 
accept his responsibilities in contacting 
the customer immediately following 
installation of radio or appliance, and 
at that time to thoroughly instruct the 
customer in its use (3) Should not ask 
for special protection from his distrib- 
utor in the way of fair trade policies 
and practices if he himself is not ful- 
filling his obligations in this respect 
(4) Should at all times display an ap- 
proximately equal amount of that mer- 
chandise which he professes to repre- 
sent (5) To' refrain from offering . 
premiums, spiffs, or excessive trade 
allowances. . . Exceptions are specific 
factory authorized promotions (6) 
Dealer principals, salesmen and serv- 
icemen should consistently attend 
factory and distributor-sponsored edu- 
cational meetings (7) Dealers should 
have the courage to refuse to support 
any distributor who does not operate 
in a fair and equitable manner. 


The Distributor: (1) Will give 
first consideration when appliances aré 
again available to those dealers wh« 
survive the wartime merchandise 
drought, but subject to all federa 
trade restrictions which may be in 
effect during the reconversion period. 


THE POST-WAR PUBLIC 
WILL DEMAND MORE QUALITY THAN EVER 





FIRST, the public will have more 
money. 


SECOND, war has educated the public 
to a higher appreciation of quality — 
since “the best’’ has been the con- 
stant byword in every phase of war 
production. 


Monarch’s post-war Line of Electric 
Ranges will fit right into this picture. 
Typical example will be Monarch’s 
= | exclusive Roaster Range offering to- 
; morrow’s quality-conscious housewife 
cooking conveniences and advantages 
that go beyond the conventional. 





The Monarch Line will be spark- 
plugged by many other exclusive fea- 
tures. It’s not too early to investigate. 


— || MALLEABLE IRON 
| RANGE COMPANY 


3264 Lake St. Beaver Dam, Wis. 
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A complete oven dinner Small utensils may be used High-domed roaster cover When not in use, the smooth 
(roast, potatoes, and vege- for preparing two or three increases capacity for large top panel conceals roasting 
tables), can be prepared in foods at one time, like these roasting operations such as compartment and increases 
this convenient built-in casserole dishes. fowl or baked whole ham. working space. 

roaster compartment. 


* « 
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An entirely new market for ironers—that’s exactly 
what the sensational post-war Horton Do-All ironer 


eye appeal. 


will open for Horton dealers. 


today—tomorrow may be too late. 


This is not an overstatement. Pre-war pioneering 
with light portables gave the clues upon which 
Horton has engineered an ironer to suit the fancy 
and convenience of thousands of previously unin- 
terested housewives. 


Expertly designed by Harold VanDoren and Asso- 
ciates, this remarkable ironer is not only ready to 
set new standards of service but it is possessed of 
an inherent streamlined beauty that has immediate 


Orders are already being entered but there is still 
room for a few aggressive dealers. Better write 


Be Ready with the Sensational 


uoRTON MANUFACTURING COMPANY 
AMERICA’S FINEST HOME 


LAUNDRY 


INDIANA 
EQUIPMENT SINCE 


FORT WAYNE, 


JUNE, 


HORTON doo 


IRONER 


1871 



























(2) Will use care in the selection o} 
new post-war dealers (3) Will em 
phatically recommend to his mam 

facturer the importance, of short: 

lines and fewer overlapping mode 

(4) Will work toward the elimination 
of all retail selling at wholesale and 
special discount prices to individual's 
(5) Will keep the dealer well informed 
on new developments and provide 
special training for his sales and sery- 
ice organization (6) Will make the 
dealer’s best interests his first consid- 
eration (7) Will welcome further sug- 
gestions from dealers that will enhance 
cooperative effort. 


The Manufacturer: We cannot con- 
trol the manufacturer’s policies, but 
will urge that they subscribe to the 
above program. 


Schneiderhahn Outlines 
Post-War Sales Practice 


Dedicated to their 1000-odd dealers 
throughout Iowa, the A. A. Schneider- 
hahn Co. and Schneiderhahn’s, Inc., of 
Des Moines and Davenport, respec- 
tively, have issued a new booklet called 
“Go With the Green Light Ahead.” 
The booklet acknowledges that no ap- 
pliances are yet available, but gets 
over the message that this is a good 
time to call the team together and go 
over signal practice for the post-war 


selling schedule ahead. 
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Lists Bad Practices 


Pointing out that the team has been 
responsible for the sale of thousands o 
refrigerators, washers, radio sets, iron- 
ers, oil heaters and other appliances— 
not to mention trainloads of linoleum, 
insulation, flexible glass and other pro- 
ducts—the booklet outlines postwar 
sales potentialities in the Iowa market. 

Of special interest is a page headed 
“What We Must Guard Against” 
which lists seven practicees in manu 
acturer-distributor-dealer relationshiys 
which should be eliminated in the 
future for the good of all concerned 
The seven points : 


1. Wholesalers selling direct to users. 
2, Retailers selling at less than es- 
tablished list prices. 
3. Use of excessive trade-in allow- 
ances by retailers to cut price. 
4. Guarantees by retailers which 
involve service beyond the regu- 
lar warranty period. 

5. Special prices by wholesalers or 
retailers to groups of employees 

6. Maintenance of a repair service 
on a no-charge basis. 

7. Granting of credit by dealers or 
wholesalers to poor risks. 


Present Personnel 


Heading the distributorship of 17 
years stanu:ng is A. A. Schneiderhal 
president and general manager. R 
McCarthy is general sales manag 


H. L. Jaceba, merchandise manager 
and comptroller; C. A. Martins 
service parts department manager 


The present sales staff, which will 
augmented in postwar, consists 
Earl D. Bevington, Harry De Brown 
Jack Stilwell, G. B. Thomas and ( 
bert Main. 

The company distributes Kelvina 
and Leonard refrigerators; Kelvina 
electric ranges; Easy washers 
ironers, Zenith radios and hearing a 
Duo-Therm oil space heaters, Ma 
Aire cleaners and farm equipment 

























OT only will CLARION’S post-war line show 
the results of a wartime effort that calls for 
the utmost in research and skill..... 


CLARION’S distributing organization will meas- 
ure to the same high standards. 


Dealers in all sections will be served by distrib- 
utors of broad experience and sound financial 
standing. 


The retail dealer who plans with CLARION for 
post-war sales is assured of a magnificent line, plus 
contact with a firm you will like to deal with, plus 


R ADIO a manufacturing company that will provide both 
good radios and enthusiastic cooperation. 
ne 


CLARION’S 6-POINT POST-WAR PROGRAM 
FOR DISTRIBUTORS AND DEALERS 


1 To direct CLARION sales through independent Appli- satisfy his customers’ demands with a minimum inventory. 
. 


ance Distributors, assuring complete national sales 4 To produce only those models of radios which careful 
coverage. * analysis on dealers’ floors has shown that the public 





2 To apply to civilian production the engineering and de- wants. 
* signing skill gained through our work for the armed forces 5 To franchise with a line that will have continuous public 
—plus our years of experience in building fine radios. * demand because of well-developed selling features 
3 To produce a complete and carefully planned line of table and trouble-free performance. 
* models, portables, farm sets, consoles and radio phono- To insure public acceptance of our product through 
graphs that will enable the distributor and dealer to * liberal sales promotion and advertising help. 


F. M.—TELEVISION 


WARWICK MANUFACTURING CORPORATION 
4640 WEST HARRISON STREET CHICAGO 44, ILLINOIS 
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The Greatest Sampling Process 


the World has ever known 


HE biggest sampling process the 

world has ever known is now go- 
ing on in every country American 
troops occupy 


It is a sampling process not alone of 
the courage and drive of American 
fighting men, though the world is see- 
ing plenty of that. 


lc is a sampling process not alone of 
America’s ability to produce fast 
planes, hard-hitting tanks, sharp- 
shooting big guns, behemoth bombers 
and not untasty K-rations. 


lt is a sampling process of something 
vastly more than this, of something 
springing from the free air and rich soil of 
these United States — a sampling of what 
kind of guy an American really is, what he 
thinks, how he lives, what he wants. 


Far Pacific fuzzy-wuzzies have been sampled 
— the gallant Chinese millions — Tunisia and 
Sicily — the Near East and the Far — Iceland 
— the countries “down under” — all these 
know the American breed. 


Who made fighters out of these easy-going, 
friend-making, share-their-last-meal softies 
of ours anyhow? 


One of them back from the front said it was 
something in the free air these kids grew up 
in that made ’em good — a thing as nebulous 
as the spirit, or the brain turbulences of a 
keen inventor — but indestructible as the 
habit of men in America to think for them- 
selves. 


The Hearst New spapers are pretty strong 
for this thing that makes a guy an American. 


W hy shouldn't we be—it’s what has spawned 
the richest, greatest nation on earth, with the 
highest standard of living, the highest level 
of education, the richest degree of human 
freedoms the earth has ever seen 


It’s a thing that was obscured, for a while, 
by a momentary fascination with some out- 
worn alien ideas dressed in fancy phrasing. 


But our people are beginning to realize all 
over again that the best blueprint for getting 
places ever drawn was contained in a couple 
of documents called the Declaration of In- 
dependence and the Constitution of the 
United States. 


So Hearst Newspapers are going to continue 
to boost the things that make a guy an 
American, going to continue to believe in 
America, and preach its greatness. 


en a eg rm ern meeemene 


(ou 
(lt 


4 





Doing this has, among other things, given 
us nearly 5,000,000 families in a dozen key 
American cities who think pretty highly of 
Hearst Newspapers on certain definite counts 
— to wit: 


If it is on-the-minute, accurate news they 
want, they look to Hearst Newspapers first. 


If it is authentic interpretation of events or 
trustworthy editorial counsel they want, they 
look to Hearst Newspapers first. 


If it is features, newspictures, cartoons, 
columnists’ comment, society, sports or bus- 
iness news they want, they look to Hearst 
Newspapers first. 


There is a lesson here which no sensible ad- 
vertiser with an eye on the future will ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Hearst Newspapers first, as do they. 


HEARST N} ]WSPAPERS 
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Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Adt ertising. 


ALBANY TIMES-UNION 


BOSTON RECORD AND AMERICAN 


LOS ANGELES HERALD-EXPRESS 


NEW YORK MIRROR SAN FRANCISCO CALL-BULLETI" 
Morning and Sunday Morning and Evening Evening 


Morning and Sunday Evening 
BALTIMORE AMERICAN CHICAGO HERALD-AMERICAN OAKLAND POST-ENQUIRER 
Sunday Evening and Sunday MILWAUKEE SENTINEL Evening SAN FRANCISCO EXAMINER 
BALTIMORE NEWS.-POST DETROIT TIMES Morning and Sunday 


PITTSBURGH SUN-TELEGRAPH 
Evening and Sunday 

SAN ANTONIO LIGHT 
Evening and Sunday 


Morning and Sunday 
Evening Evening and Sunday 


BOSTON ADVERTISER LOS ANGELES EXAMINER 


NEW YORK JOURNAL-AMERICAN 
Sunday Morning and Sunday 


Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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IS THE CONSISTENT LEADER! 


... past performance 
... present production 
... future planning 


"‘Radtiontes Exclusively 
PAYS OFF! 


Zenith’s consistent policy of devoting all its 
research, experience, manufacturing facil- 
ities and manpower to the manufacture of 
radionic products exclusively has always 
meant a fast moving, profitable radio line 
to Zenith franchised dealers. 

Today, Zenith is doing its part in the war 
effort as every patriotic manufacturer 
should—it’s our simple duty—so we are 
not bragging about it. The point is, that 
through our present efforts we are main- 


taining our hard-hitting staff and field or- 
ganization intact, expanding our facilities 
and gaining an experience that will mean 
an even finer line of Zenith Radios than 
ever before—Zenith, continuing in war time 
its long established policy of Radionics ex- 
clusively will not have a long drawn-out 
re-tooling period. When the word is given, 
we shall be ready to go—on civilian radio 
—as we now operate on war material— 
radionics exclusively—full speed ahead! 


Zenith Radio Corporation ¢ CHICAGO 39, ILLINOIS 


bate 


RADIONIC PRODUCTS EXCLUSIVELY- 
WORLD'S LEADING MANUFACTURER 
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Getter than Cash 


WAR SAVINGS STAMPS AND BONDS 
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Tell this to your customers about 
“THE IRONER WITH THE 30 INCH ROLL” 


Since 1926, when Conlon developed the new, longer, 30- 
inch ironing roll on Conlon Ironers, it has been found 
that these four extra inches cut down ironing time, save 
electricity and add to the convenience and ease of one 
of the homemaker’s most dreaded tasks. 

So when you are able to stock Conlon Ironers again 
remember these points about the 30-inch roll: 

1. It permits ironing sheets and tablecloths with less 
folding, less times through the ironer; thus faster, quicker 
ironing. 

2. Many pieces that on the shorter roll would have to 
go through the ironer twice, can now go through just once, 
saving time and energy. 

3. Many wide pieces such as curtains can be “rolled 
through” the ironer in one operation—eliminating creases 
or folds thus lengthening the life of the material. 

4. Smaller pieces, such as socks and handkerchiefs, can 
be “gang” ironed, many pieces can be put through at one 
time, saving time, energy and electricity. 

5. The 4 extra inches on the roll means that the whole 
cabinet is larger, providing a larger porcelain-top utility 
table for seven-days-a-week use. 


Remember — Conlon has pioneered every 
important Ironer development since 1926 
“- . 
\ no Conlon Ironer has ever worn out. 


te 
- 





CONLON CORPORATION 


1824 S. 52nd Ave Chicago, 


CONLON QUALITY IFIRONERS AND WASHERS. 
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One of the floor plans and sketches of a modern laundry display to be found in 
Easy's new brochure just completed for distribution to its dealers. 


Home Laundry Display 
Designs Released by Easy 


Detailed architect’s plans for build- 
ing a post-war washer department now 
are being made available to electrical 
appliance dealers by the Easy Wash- 
ing Machine Corp., Syracuse, N. Y., 
as part of an advertising campaign 
featuring a unique package of floor dis- 
play layout designs for retailers. 


Floor Display Important 


While the problem of quality mer- 
chandising has no single solution, since 
such factors as supervision, sales 
training, proper compensation, all have 
important bearing on final results, the 
manufacturers of Easy washers focus 
primary attention on proper display 
of the product as one of the most im- 
portant factors. Display must do more 
than furnish an attractive setting, ac- 
cording to the company’s Sale’s Plan- 
ning Dept., which stresses that display 
also must clearly explain and demon- 
strate the features which make the mer- 
chandise desirable to the customer. 

The new package, “Post-war Plans 
for Your Easy Washer Department,” 
was designed to serve that purpose. 


Includes Construction Details 


Offering retailers a practical work- 
ing set of floor display plans, complete 
with colored drawings, architect's 
sketches, and full construction details, 
this attractive folder was developed to 
assist dealers in four ways, according 
to the manufacturer, as follows: 


1. Selection of most suitable floor 
location for home laundry equip- 
ment department with suggestions 
for appropriate display for that 
space. 

2. Furnish a specific floor plan for 
immediate consideration, with pro- 
vision for definite later steps so 
dealer will be ready on V-Day. 

3. Regulation of increased flow in 
floor traffic. 


4. Increase sales of washers and 
ironers, plus related items as well. 


“Display That Demonstrates” 


This principle of “display that 
demonstrates,” as the manufacturer 
terms it, is developed in a series of 
architectural drawings detailing 20 dif- 
ferent types of displays, each one so 
designed that: 


1. Store demonstrations can be given 
with proper facilities, avoiding any 
need for costly home demonstra- 
tion. 

2. Collateral sale of allied lines of 
merchandise—sinks, trays, dryers, 
cabinets, water heaters—become 
a logical part of a washer sale. 


In the event the designs suggested in 
the book do not exactly fill any deal- 
er’s requirements and he thus wishes 
an individual design worked out for 
his particular problem, this too can 
be arranged through the company’s 
sales planning department. 


Sylvania to Open 
New Lowell Plant 


A new branch of Sylvania Electric 
Products Inc., at Lowell, Mass., is soon 
to go into production on fluorescent 
lamp fixture parts and special lighting 
products for the armed services, it was 
announced recently by Lou S. Kimball, 
manager of the company’s fluorescent 
fixture plant at Ipswich, Mass. 

Sylvania has leased a building con- 
taining 26,000 square feet of floor space, 
at 81-95E. Merrimack Street, Lowell, 
and after extensive renovations, be- 
tween 300 and 500 persons will be em- 
ployed. 

Mr. Kimball announced that Clem T 
Baxter will be project engineer in 
charge at Lowell. 
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When peace comes 


it will be Garand 


One important plank in the Grand 














postwar platform is concentration on 
a short line. There will be Grand Gas 
Range models, of course, in the most 
popular price brackets . . . but con- 
fined to three types which may be 
classified as grand, grander, grandest 
. all designed to help step-up your 
profits. Every model will be a live 
number. And every one will embody 
outstanding Grand features for effi- 
cient cooking service. 
There will be short, saleable lines, 
too, in Gas-fired Space Heaters, Wa- 
ter Heaters, and Complete Systems for 
Bottled Gas installations . . . to give 


you a compact but complete line of 


gas-fired appliances. 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY « CLEVELAND OH!IO 





ADMIRAL'S 10TH ANNIVERSARY—Admiral Corp. of Chicago recently celebrated 
its tenth anniversary. Above, Irwin Mendels, chairman of the executive committee, 
represents Ross D. Siragusa, president of the company, with a gold watch. All 
employees of ten years service were presented with similar gifts. 









OPA Sets Ceiling Prices 
On Radio Replacement Tubes 


Specific dollars-and-cents wholesale and retail ceiling prices for new 
standard radio replacement tubes for civilian radios and phonographs have 
been announced by the Office of Price Administration. These specific 
prices effective May 20, 1944, reflect those prevailing in the industry 
luring March 1942. Wholesalers and retailers may charge less than the 


ceiling prices listed. 


OPA said that a drastically reduced 
supply of radio receiver tubes for 
civilian replacement purposes has been 
reaching a market in which demand 
has greatly increased. The supply of 
tubes available is only a fraction of 
what it was formerly, while larger 
numbers of tubes are now required be- 
ause of the increase in the average 
ge of radio sets in use. Certain pop- 
ular types of these tubes have almost 
vanished from the market OPA said. 


Black Market Activity 


These circumstances have brought 
about widespread black market activ- 
ities, OPA said. Numerous instances 
brought to OPA’s attention showed 
that consumers were charged three or 
four times the proper price for tubes, 
the price agency added. Jobber dis- 
counts and terms have frequently been 
shortened with a resulting increase in 
the net price to dealer. Consequently 
many dealers have discontinued “over 
the counter” sales, reserving tubes for 
sales only in connection with repair 
services, or adopting various examina- 
tion, testing and inspection charges. 
The prices and other provisions of 
today’s amendment were arrived at 
after extensive consultation with rep- 
resentative radio tube manufacturers, 
jobbers and retailers throughout the 
country. 


Tube Testing Charges 


OPA’s action also specified maxi- 
mum service charges for testing radio 
receiver tubes when brought to a shop. 
No charge may be made by a dealer or 
repairman for testing tubes when they 
are brought to his shop by a customer, 
because no charge was customarily 
made for this service. However, 
when a customer brings a portable or 
table model radio or phonograph to a 
dealer’s or repairman’s shop for tubes 
to be tested or replaced, the dealer or 
repairman may charge a maximum of 
$.50 for testing all of the tubes in the 
set. 

If the radio or phonograph mechan- 
ism has to be removed in order to test 
and replace the tube, the dealer or re- 
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pairman may charge a maximum of 
$1.00 for testing all of the tubes. 

The new provision reaffirms the 
customary 90-day guarantee given by 
the industry against defects in mate- 
rial or workmanship. In addition it 
calls for posting of ceiling price lists 
in the dealer’s or repairman’s place of 
business. 


Specific Ceiling Prices 


Following are retail ceiling prices for 
some ofthe most commonly bought 
standard tubes for portable, table, con- 
sole and auto radios: 


PORTABLES 
Types Prices 
1A5GT . Se 
1A7GT .. or 1.30 
1HSGCT . 1.10 
IN5GT . 1.30 
TABLE MODELS (A.C.-D.C.) 
12SA7GT 1.30 
12SQ7GT . 1.00 
25L6GT . iis 1.10 
35Z5GT ... ue iene ais 85 
50L6GT , . 4.10 
CONSOLE AND AUTO 
RADIOS 
5Y3G . .70 
6F6G 90 
6SA7GT . 1.10 
6SK7GT 1.10 
6V6GT 1.10 
42 85 
eer ae een .70 


These prices include the 10 percent 
manufacturers’ Federal excise tax 
which became effective-on October 1, 
1941. The April 1, 1944 Federal ex- 
cise tax does not apply to radio re- 
ceiver tubes. 


The amendment requires those re- 
tailers who in March, 1942, purchased 
radio receiver tubes from a manufac- 
turer, to sell at no more than their 
highest March, 1942 prices for the par- 
ticular “private brand” or “national 
brand tube,” provided that the prices 
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AND HIS ORCHESTRA IN A NEW ALBUM 
OF LATIN AMERICAN MUSIC 
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Here’s Mr. Rumba himself —the gent who introduced that 
throbbing Latin American rhythm to the United States. He’s no Latin 
from Manhattan . . . he’s a genuine warm-blooded product of 
Barcelona, Spain—first famous as a child prodigy of the violin, next 
as conductor of the Cuban Philharmonic Symphony, then as the 

man who set all America swaying and swooning to the provocative 
beat of gourd and marimba. 





MADRIGUERA’S new SONORA Album is sensational—the heart and 
g6ul of Latin American music—and a terrific scoop for SONORA 
Record dealers. Beautifully recorded, with all the brilliant, bell-like 

@ quality of tone that typifies SoNnoRA Records, this Album hits a new 
Bhigh in sales appeal. It features the band supported by such out- 
standing vocalists as Nira Rosa, Bos Lipo and PATRICIA GILMORE. 


This Album is a sparkling addition to Series E of ‘Melodies That 
Will Live Forever’’ now being released by SONORA. Be sure to get 
the full line of SonoRA Albums from your SONORA Record jobber. 





Eight Records of Music of Latin America by Enric Madriguera 


Besame Mucho (Bolero) +» Os Quindis De Yaya (Samba) + I'm Living From 
Kiss to Kiss (Beguine) + Llumbele (Guarracha) + Chiu-Chiu (Rumba) + Como- 
Tru-Cu-Tu (Rumba) + Cae-Cae (Samba) + Cansado (I'm Tired) (Rumba). 


/ SONORA RADIO & TELEVISION CORP. 
325 North Hoyne Avenue «+ Chicago 12, Illinois 


Samora drecords 
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...enemy or friend 


“DL” Products Help Make The Difference 


Climate is a friend if it helps us, or hinders the enemy. Climate is an 
enemy if the reverse is true. It has been a factor in every war—an excep- 
tionally powerful factor in this war. Almost every extreme and rigor is 
encountered in world-wide operations, affecting every military element 
from troop movement to photo reconnaissance. 


Thousands of "DL" Float Valves have been furnished to the armed forces 
for use on space heaters, furnaces, tent heaters, water heaters, etc., to help 
nullify climate's handicaps. 


"DL" Float Valves are much in demand by manufacturers of heating 
equipment, because of their simplicity, ease of cleaning and servicing— 
important advantages to troops in the field. ‘Automatic Temperature 
Compensation", an exclusive "DL" feature, makes theiroperation 
extremely reliable by automatically maintaining uniform oil flow regard- 
less of temperature. 


It is not too soon to be thinking about the line of 
heaters you will sell in postwar competition after 
the war. Be sure to select one equipped with 


"DL" Float Valves which have already won an envi- 
able reputation. 











Detroit | UBRICATOR COMPANY General Offices: DETROIT 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary corroration 
Conodion Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 





“DL” Heating and Refrigeration Controls + Engine Safety Controls * Safety Float Valves and Oil Burner 
Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * “Detroit” Expansion 
Valves and Refrigeration Accessories * Air Filters * Stationary and Locomotive Lubricators 
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do not exceed the specific prices set 
today for that tube. 

Dollars-and-cents prices which re- 
tailers will pay as set in the new action 
are computed on the basis of discounts 
off the retail price list and are gradu- 
ated according to the quantity sold. 
This system was found to be most 
generally prevalent in the trade, and 
therefore was adopted by the Office 
of Price Administration. This means 
that a retailer buying a large quantity 
of tubes from a wholesaler would pay 
less per tube than another retailer buy- 
ing a smaller quantity. 

In selling to retailers, it is provided 
that wholesalers must make out sales 
slips, receipts, invoices or some other 
evidence of sale showing the name and 
address of the seller, the purchaser, 
the date of sale and the quantity, type 
and price of the tubes purchased. Pur- 
chasers are required to keep these re- 
ceipts and sellers to keep copies of 
them. 


Westinghouse Applies 
For Television Licenses 


Application for licenses for three 
television broadcasting stations, to be 
built at Philadelphia, at Boston, and at 
Pittsburgh as soon as critical ma- 
terials are available, have been filed 
with the Federal Communications 
Commission by Westinghouse Radio 
Stations, Inc., Lee B. Wailes, general 
manager has announced. 

Establishment of television stations 
in these cities, he said, will entail con- 
struction of new studios, transmitters, 
and other facilities as additions to three 
of the company’s “standard” broadcast 
outlets—K YW in Philadelphia, KDKA 
at Pittsburgh, the nation’s first radio 
station broadcasting scheduled pro- 
grams, and WBZ at Boston. Two 
floors of television studios built in 1938 
at station KYW await only the release 
of critical materials for completion. 





FOURTH FOR MOTOROLA—One of 
the few companies in the nation to re- 
ceive the coveted Army-Navy Produc- 
tion Award for the fourth time, the Mo- 
torola Div. of the Galvin Mfg. Corp.., 
Chicago, adds a third white star to its 
Army-Navy “E" flag. Assisting officials 
and employees of the company in color- 
ful ceremonies are Wave Daisy McClure 
(second from left); Wac Lieutenant 
Hazel M. Pate (second from right), and 
Miss Lena Korienek (center), employee 
of the corporation with a 13-year perfect 
attendance record. Motorola officials 
attending the ceremonies are Frank J 
O'Brien (left), vice-president in charge 
of production, and George Lamberi 
(right), personnel director. 
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New Wartime Booklets Help 
Maintain Frigidaire Dealers 
as Refrigeration Headquarters 














Refrigerator Helps 


+ on pages 32-33 














101 REFRIGERATOR HELPS is filled with suggestions about the wartime 
care of the household refrigerator. CONSERVATION TIPS tells how to 
get better results ; reduce operating cost and upkeep expense ; prolong the 
life of all Commercial Refrigeration and Air Conditioning equipment 





Some of the Ways Frigidaire Dealers® Are Using 
These FREE Booklets: 







CONTAINS NO ADVERTISING 










Care of 


K Compressors 


Care of 
Cooling Units and 
Controls 


















Safeguards for 
Air Conditioning 
Equipment 




















VONSEHVALIOR 


“Ys 





Tips on 
Water Cooling 
















Hints for Food 
Handlers 






Guide to Food 
Storage 






x 





Care of 
Fixtures 





















on the use and care of Commercial 
Refrigeration and Air Conditioning 
Equipment 


. Plant Operators 


Storage of 
Miscellaneous 
Products 








Published for Users of All Makes by 
Things to 


Do Before Calling 
the Serviceman 


Frigidaire Division of General Motors 





Except on lost two poges ) 



























Dealers. In this way, Frigidaire Dealers 
are making a worth-while contribu- 
tion towards the protection of Amer- 
ica’s wartime food supply. At the 
same time, they are building good 


These two new booklets are typical 
examples of the wartime help Frigidaire 
Dealers are giving refrigeration users 
everywhere. They are helping to keep 
vital refrigeration equipment in oper- 


e Offering in newspaper ad- 
vertisements and radio 
“spot” announcements. 

e Mailing to selected store 
customers. 

e Leaving with refrigerator 
users on service calls. 

e Mailing to Frigidaire users. 

e Distributing to nutrition 
classes and cooking schools. 

@ Mailing to selected lists of 
apartment and building man- 
agers, hospitals, industrial 
plants, institutions. 


e Advertising in store and 
window displays. 
e Distributing to store visitors. 


e Distributing through 
women’s clubs, church 
groups, study clubs, and 
Parent Teacher Associations. 


e Distributing through County 
Home Demonstration 
Agents. 

e Mailing to employees. 


> Supplying to trade associa- 
tions and similar groups. 


ation. Prepared by Frigidaire, these 
booklets currently are being distrib- 
uted to refrigerator users by Frigidaire 


will for the future and keeping them- 
selves closely in touch with the 
refrigeration market. 


*Using these same methods of distributing ‘“Wartime Suqasstions’ =e 
companion booklet to “101 Refrigerator Helps’’— Frigidaire Dealers 


placed over 7,000,000 copies in the hands of refrigerator users. 
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For Excellence 
to Wer Production Division of 


GENERAL MOTORS 


DAYTON 1, OHIO + LEASIDE, ONTARIO 
Peacetime builders of 
ELECTRIC REFRIGERATORS + RANGES + WATER HEATERS 
HOME FREEZERS + ICE CREAM CABINETS 
COMMERCIAL REFRIGERATION + AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 
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BOMB BAY 
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@ Anexcellent example of techniques 
that will make tomorrow's products 
lovelier and more efficient is found in 
the Johnson Rubber Company method 
of extruding two color rubber .. . the 
same method that makes it possible to 
extrude a gasket, like the one on the 

bomb bay door, that won't wrinkle 
where it ‘‘goes around a corner.” 


Decorative possibilities of two color 
rubber are obvious. Equally obvious 
are the advantages of the two hard- 
ness extrusions, suitable for lid or base gaskets on washing 
machines or refrigerator doors. In all instances the two 
hardnesses eliminate the “snake” effect of a wavy gasket. 


All of Johnson Rubber production today goes to war. 
Probably yours does too. There will come a day, though, 
when we both get back to our favorite job of supplying 
a peacetime market and start changing the boys names 
from the honor roll to the pay roll. To meet that great day 
with a minimum of time lag is important to you, to us, 
and most important to those boys coming back. 


Let's start planning now. Johnson engineers are available 
to show you how to best apply the precision in rubber 
techniques now perfected to your peacetime products. 





THE FIFTH 
WAR LOAN | 


Fights. 











Since 1495 


The J OHNSON RUBBER COMPANY 
Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 
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Sees Speeding Up of 
Water System Production 


Electric water systems, along with hand pumps, are becoming increas 
ingly available for farm and essential civilian needs, it recently was dis- 
closed in a talk given on The Farm forum Program at radio station WGY, 
Schenectady, by H. E. Carloss, sales manager of The Deming Co., pump 


manufacturers, of Salem, Ohio. 


In his talk, the subject of which was “Availability of Farm Pumps,” Mr. 
Carloss first referred to a government limitation order which became 
effective last July, continuing in force through June of this year, and 


in which the true needs for all types 
of farm machinery, including elec- 
tric water systems and farm pumps 
were acknowledged. 


60-70% of ‘41 Production 


Continuing, Mr. Carloss said: 

“This schedule permits the manufac- 
ture of, and provides materials for, 
approximately 60 to 70 percent of the 
number of farm pumps and water sys- 
tems produced in 1941, as well as for 
non-farm installations bearing a prior- 
ity rating of AA-4 or better. 

“Further, during this same period, 
manufacturers are permitted to produce 
for farm use 64 percent of the number 
of centrifugal and deep well turbine 
pumps produced in 1941.” 

Even these respectable percentages 
may not meet the demand or need for 
farm pumps, according to Mr. Carloss, 
who pointed out that inasmuch as only 
the very small manufacturers of farm 
equipment were given any material to 
produce pumps during the first half of 
1943, “it was very difficult for the 
larger manufacturers to start imme- 
diate production on the effective date of 
the order. Consequently, the effect of 
this order is just beginning to show 
some results. 

“This delayed action has further in- 
creased the needs and demands and 
this now is recognized by the issuance 
of a new schedule of the order effective 
July 1, 1944, providing the materials 
and permitting the manufacture of more 
pumps and water systems than al- 
lowed under the old schedule, as well 
as approximately 100 percent of 1941 
production in centrifugal and deep well 
turbine pumps. 

“The War Production Board,” he 
further stated, “requires that each man- 
ufacturer Of farm equipment, including 
water systems, deliver afl quantities of 
items for farm use without regard 
to preference ratings unless otherwise 
specifically directed in writing.” 

This requirement makes it prac- 
tically mandatory, therefore, that all 
farm pumps for which material has 
been allotted be completed within the 
proper period. It is becoming apparent 
now that these schedules will be met. 


July 1 Should End Waiting 


3y July 1, he indicated, sufficient 
pumps and water systems should be 
produced so that farmers no longer 
will have to wait extended periods for 
deliveries of their orders. It does not 
mean, however, that dealers definitely 
will have a complete stock of pumps 
and water systems this summer. On 
the other hand, every effort is being 
made to supply some equipment to the 
dealers for immediate delivery to their 
customers. 

“It is still necessary,” he continued, 
“to obtain a rationing certificate for a 
pump or water system from the county 
rationing board but no difficulty should 
be experienced in cases where actual 
need exists. Non-farm users can ob- 
tain priorities from WPB by proving 
essential needs. 

‘Pump repairs and replacements can 





H. E. CARLOSS 
Sales Manager, The Deming Co. 


be furnished without limitation. The 
action of. WPB in providing materials 
for repairs and replacements has proven 
extremely wise. It has kept many 
pumping systems in operation whic! 
otherwise would have failed completely. 
Service manuals furnished by the Elec- 
tric Water Systems Council as well 
as by many manufacturers also helped. 

“Priorities affecting farm pumps 
may have confused some people. To 
eliminate such confusion, a Pump Pri- 
ority Guide has been prepared. A\l- 
though this is of particular interest 
to pump dealers, it also can be of 
assistance to prospective purchasers.” 


Admiral to Help 
on Store Designs 


Ross D. Siragusa, president of Ad- 
miral Corp., has announced a new type 
of merchandising cooperation in the 
radio and household appliance field. 
Negotiations are now under way with 
several nationally known designers, one 
of whom will be retained to develop 
a store modernization program which 
will be available to all radio and ap- 
pliance dealers without charge. The 
primary objective of the enterprise is 
to stimulate business for retail mer- 
chants and at the same time develop 
distinctive store characteristics. 

Details of the Admiral store mod 
ernization program have not been com 
pletely worked out, but it is known 
that it will be based upon a booklet 
of suggested plans which can be 
adapted to any shape or size of store 
The work can be done by local build 
ers and contractors. 

Such phases as: store floors, lighting 
floor coverings, wall treatments, an 
merchandise arrangements will be in 
cluded in the plans. Supplementar 
designs will be provided for such de 
partments as: radio and televisior 
record, service, and model kitchen an 
laundry. 
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and when the workingman 
has money in his pocket he wants the best. 
That’s the way he’s made. 

Manufacturers of stoves, electric appliances 
and other equipment for the home will do well 
to keep that fact in mind. For tomorrow’s 
buyers—most of whom are the wage earners 
of today —will have “dough’’, and excellent 
credit, and desires of long standing that can 
at last be gratified. 

They'll want the best for two reasons: To 
satisfy their pride now that they can afford it; 
and to satisfy their needs because what they buy 
may have to last for a long, long time. 

Products finished in porcelain enamel have a 
strong appeal for such buyers. They love the 
brilliant beauty of this ageless finish and the ease 
with which it can be kept clean. Even more 
important, they appreciate its acid resisting and 
fireproof qualities and the fact that it is entirely 
immune to normal wear and scratches. It’s one 


thing they’re looking for—a lifetime finish. 


Sales are made easier when the product 


is finished in PORCELAIN ENAMEL 





TODAY, PORCELAIN ENAMEL IS Lillor Hen Eto! 


Greater opacity and better bonding quali- 
ties, the result of intensive research in 
recent years, make today’s porcelain enamels 
the finest in history. They’re more rugged! 
More resilient! More shockproof and free 
from chipping. 





TOMORROW, AS IN THE PAST, THE FINEST PORCELAIN ENAMEL WILL BE MADE WITH FERRO FRIT, CLAY AND COLORS .. . AND IN FERRO-BUILT PORCELAIN ENAMELING FURNACES 


FERRO ENAMEL CORPORATION - CLEVELAND 5, OHIO ~~ 
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Although thinner and lighter in weight, 
they are actually more brilliant, more 
beautiful, than the finest prewar porcelain 
enamels. Also, color matching has been 
made much easier .. . and a wider choice of 
colors is available. 

For more information about today’s bet- 


ter porcelain enamels, write... 








aw 
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While we are pro 
ducing for today’s 
fighters, we are 
prepared, at all 
times, to supply 
parts for service. 
We are here to give 
prompt attention to 
your needs 





DILLA 


M CLEANERS 
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LIKE MOTHERS... 


with modern styling, with tomorrow’s 
features. Yes, there'll come a day 


when they will be available for to- 


morrow’s buyers. You can build your 


future now if you plan on selling 
Cadillacs. Tomorrow as yesterday, 
Cadillacs will be sold only through 


reliable dealers and distributors. 








UTILITY EMPLOYS BOY POWER—That boy power would put the old morocco in 
the appliance swap campaign was what Robert Oliver, Procter Electric Co., and 
daddy of the National Swap Program told Commonwealth Edison Co. recently. So 
here goes the second phase of the Chicago drive with E. N. Ball, Bob Oliver and a 


flock of Boy Scouts to see it off. 





Distribution is Bottleneck 


of Farm Electrification—Watts 


“Distribution—the Bottleneck to 
Farm Electrification,” is the title of a 


new booklet written by Frank E. 
Watts, executive assistant, Farm 
Journal, 420 Lexington Ave., New 


York City, which outlines concisely 
the need for a realistic and aggressive 
approach to selling electrical equipment 
and appliances in the rural market. 
Copies are available from Mr. Watts. 

The booklet starts by outlining the 
objectives of modern agriculture: 


1. To get a greater yield of crop per 
acre 

2. To grow new crops 

3. To ultilize more of the crop grown, 
and 

4. To process or semi-process more 
of crops on or nearer to the farm 


How these objectives are being at- 
tained and how labor savings and pro- 
ductive increases by applications of 
electricity have and will help to attain 
them is described. In productivity 
alone, for instance, Mr. Watts points 
out the following : 

“An electric water system probably 
represents the most profitable invest- 
ment a farmer can make. The average 
system will pay for itself in labor costs 
alone in from six to twelve months. In 
the dairy it has been substantiated that 
milk and butterfat production are in- 
creased from 10 to 25 percent by hav- 
ing plenty of running water. 


Other Examples 


“Experiments prove that milk can be 
cooled at 9.5 cents per 100 lbs. as 
against 40.5 cents by ice. With a herd 
of ten cows, a milking machine will 
pay for itself in less than two years. 
An electric milk cooler will save the 
difference in cost of equipment over 
cooling by ice in from three to six 
months with a like herd of cows. Poul- 
try and egg production show increases 
from 10 to 40 percent by use of elec- 
tricity. A simple home-made pig 
brooder using a 150-watt lamp and 
reflector, cuts losses at farrowing time 
50 percent—an average of one and a 
half pigs per litter.” 

On the subject of market potentials, 
Mr. Watts points out that as of De- 
cember 31, 1943, there were more 
than 2,550,000 farms with electric 


JUNE, 


service. There are approximately 
800,000 dairy herds which will amply 
justify the purchase of a milker. Of 
these, 500,000 are without milking 
machines; there is a demand for 
hundreds of thousands of cream sepa- 
rators; over 700,000 are without milk 
coolers. About 1,750,000 electrified 
farms are without a modern water sys- 
tem. The possibilities of light on the 
farm are tremendous, especially in 
poultry raising. There isn’t a farm 
today but what could use an additional 
electric motor. In 1942, 386,000 elec- 
tric fencers were sold. 


Farm Home Market 


As to the home market on existing 
farms: over 2,150,000 are without elec 
tric ranges; few have water heaters; 
the market for dishwashers is almost 
entirely new; more than half have no 
mechanical refrigerator nor electric 
washer, and over 2,000,000 have no 
electric ironer; 1,500,000 farms have 
no radio; approximately 2,000,000 
radio sets were sold to farms in 1941; 
over half the farms have no vacuum 
cleaner; the saturation of small appli 
ances is far below that of cities. A 
fairly new development is the home 
freezer. Farms are the greatest 
potential market. Estimating each 
farm conservatively at an expenditure 
of $500 for appliances and equipment, 
a billion and a quarter dollar market is 
revealed, without taking into account 
replacements due to obsolescence. 

If REA and utility plans ar: 
realized, Mr. Watts continues, 2,000 
000 additional farms will have electri 
service within five years after the wa 
—a new market with sales prospects 0 
at least two billion dollars. 


Dealer Profits 


Looking at the distribution picture 
from the standpoint of profits for the 
retailer, Mr. Watts feels that the com 
bination of appliances and farm equip 
ment, together with the servicing 0! 
these items, has the greatest profit 
possibilities. To develop dealers abl: 
to deal with this market effectivel) 
Mr. Watts says, will require th 
efforts of the wholesaler or distributo: 
aided by the sales staff of the manufac 
turers and by the electric utilitic 
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THE PLANS 


Sure, despite our wartime production of 34 times our 
biggest peacetime year, we’ve made post-war plans. 
We've analyzed markets—we’ve made surveys—we’ve 
developed new ideas and new designs. We’ve mapped 
our advertising and distribution programs on a nation- 
wide basis. And, above all, we’re going to make Admiral 
a profit line. Being realists, we know that our success 
rests upon your success. Yes, we have done a lot of 


post-war planning but... 


\ POST-WAR 
PLA 


THE PLUS 

... we have done more than plan. Admiral Corporation 
has completed a purchase agreement for the manufac- 
turing and sales rights of a leading line of major house- 
hold appliances—refrigerators, home freezer lockers and 
electric ranges. The post-war period will find Admiral 
ready to offer feature-plus radios and appliances to dis- 
tributors and dealers who are alert to the possibilities 
of quality merchandise at profit-producing prices. Now’s 
the time—get aboard with 






esi ts Peacetime Makers of Admiral Radio + America’s Smart Set 
a CRs oF ; 
Faas Gbeehans “were woes Voeey 3800 CORTLAND STREET + CHICAGO 47, ILLINOIS 
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tein 
World’s Largest Manufacturer of Radio-Phonographs With Automatic Record Changers 
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This advertisement 
will 


appear in 


THE LADIES’ HOME JOURNAL 
clele}+ me le)th) 2.44411, 1c) 
BETTER HOMES & GARDENS 
THE AMERICAN HOME 
HOUSE BEAUTIFUL 
THE PARENTS’ MAGAZINE 
















































Give American Women a special freedom— 
FREEDOM FROM TRUDGERY 


;— and thousands of American women, in 
wartime jobs, have learned factory and office efficiency. 
In the post-war years, they will appreciate and demand 


this same efficiency in their kitchen routine. 


The ‘Freedom from Trudgery” idea will be featured 
in Youngstown Kitchen National Advertising. YPS 


dealers can have the advantage of coupon re- 


~ 







turns in their own territory. ¥ ) 
( 


YOUNGSTOWN PRESSED STEEL DIVISION 
Mullins Mfg. Corp., Dept. EM-644, Warren, Ohio 


Please send me YPS booklet, “Get Ac- 
quainted with Your Kitchen Business.” 


Name 
Street 
City 
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FREE SEWING MACHINE "E" AWARD—Officials and guests of the Free Sewing 
Machine Co., examine a program during the Army-Navy "E' Award presentation 
ceremonies at Rockford, Illinois, recently: (left to right) Harold Kasler, vice-president 
of the company; Warren O. Parker, regional organizer for the U.S.W.A.; Commander 






















E. B. Mott of the U. S. Navy; J. M. Stuchen, secretary of the company; and Richard 
Barker, president of local 2158, U.S.W.A., C.1.0. 





HAVE YOU HEARD... 





A GOAL oF 1,660 “Victory GARDENs,” 
to be planted and tended by employees 
of the Crosley Corp. in 1944 has been 
set by organizers of the Crosley Vic- 
tory Garden Club. 


A NAsH_ KELVINATOR ADVERTISE- 
MENT, “I’m Not Playing For Marbles,” 
was twice read into the Congressional 
Record and shared in the Annual Ad- 
vertising Awards for the 100 most 
outstanding ads of 1943, according to 
C. J. Coward, in charge of the com- 
To date 
the company has drawn requests for 
more than 250,000 reprints of the 
itional” ads included in 
the Nash-Kelvinator series. 


pany’s advertising campaign 
Various “inspir 


Carr. Paut R. Kricu, executive 
president ol Kri h Radisco, Inc.., 
exclusive New Jersey distributors for 


RCA-Victor, 


vice 


Kelvinator, Bendix, 





PAUL R. KRICH 


Ironrite, Eureka and other major ap- 
pliance lines, has completed his tour 
of active duty with the Army Air 
Forces and has returned to his busi- 


ness. 


Tue HorrMan Rapio Corp., Los 
Angeles, has purchased the cabinet 
lant of the Belcher Co., Inc., 6623 
Stanford Ave., Los Angeles. 


THIRTEEN SALES AND MERCHANDIS- 
ING executives of the Eureka Vacuum 
Cleaner Co. are attending the “Post- 


War Personnel Training Course” be- 
ing conducted by the ‘Detroit Sales 
Executives Club, according to George 
T. Stevens, vice president of Eureka. 


“THROUGH THE PoRTHOLE,” a new 
monthly bulletin service published by 
the Bendix Home Laundry Institute, 
has been issued by Edwina Nolan, 
director. The bulletin is designed for 
home economists and others to pro- 
vide ideas in demonstrating laundry 
equipment in the home and from the 
platform. 


Bartow & SeELIc Mrc 
Wis., received their second Army- 
Navy “E” Production Award recently 
and are flying a white star on their 


Co., Ripon, 


‘E” pennant 


MEMBERS of the 
Frigidaire organization with a perma- 
nent record of their contribution to 
the nation’s war effort, Frigidaire Di 
vision of General Motors Corp. have 
just published an impressive booklet 
entitled “Frigidaire at War,” accord 
ing to E. R. Godfrey, general manage 


TO PROVIDE ALI 


THE ANNUAL RADIO PARTS INDUSTRY 
get-together is being shifted from June 
to October this year. The Electroni 
Parts and Equipment Industry Cor 
ference will be held at the Edgewat 
Beach Hotel, Chicago, Oct. 6-9, and 
will be attended by the Sales Mar 
agers Club (eastern group) ; the Ass 
ciation of Electronic Parts and Equi] 
ment Manufacturers (western group), 
the Representatives Club, and the N 
tional Electronic Distributors Ass 
ciation. Herb. Clough of Belden Mf 
Co. has been elected chairman of t 
¢ onference. 


THE VALUE OF RADIO BROADCASTI 
free time contributed to the war eff 
in 1943 exceeded $202,150,000 in st 
tion and network time, the Natio1 
Association of Broadcasters report 
recently. That given by individual st 
tions totaled $96,560,000 while networ! 
supplied $105,644,500 worth. 


Remy Hupson, vice-president of t! 
Utah Radio Products Co., Chicag 
is credited with writing a musi 
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WHO’S GONE TO WAR 


ning a corn sheller or fanning mill... 
doing the milking, separating and 
cooling ... pumping water, and count- 
less other jobs on the farm... for wages 
of less than a cent an hour! 





PICK THIS MOTOR 


e Where high starting and TYPE FHT HIGH TORQUE 
SPLIT-PHASE MOTOR 

PHASE—Single 

CYCLES—60, 50, 25 


HORSEPOWER—% to 's 


high breakdown torques 
are required. 


e Where starting current over 


; VOLTS—110 or 220 
20 amperes is permissible. SPEEDS—(Approximate full load) 
60 cycles—1725 
@ Where starting is infrequent. 50, 25 cycles—1425 
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SPLIT PHASE 


100 


SWITCH 
OPERATING 
SPEED 


RUNNING | 
WINDING 
ONLY 


COMBINED 
WINDING FOR 
STARTING 





PERCENT SYNCHRONOUS 
SPEED 


100 200 300 400 
PERCENT FULL LOAD TORQUE 


Yet that’s exactly what the Type FHT motor 
will do for you on any farm job to which motor 
power can be applied. It’s a high torque, split- 
phase motor . . . especially designed for con- 
tinuous and intermittent duty applications where 
starting Current over 20 amperes is permissible. 
Starting torque is from 200 to 250% ... with 
260 to 300% breakdown torque, in relation to 
running torque. It’s the perfect solution for your 
worrisome farm problems. 


ASK FOR APPLICATION HELP 


For condensed information on this and other types 
of Westinghouse small motors, write today for The 
Westinghouse Small Motor Selector (Booklet 
3075-A). It’s a helpful aid to proper motor selection. 
Westinghouse Electric & Manufacturing Company, 
Dept. 7-N, East Pittsburgh, Pennsylvania. 


jJ-03197 





PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


Westinghouse 
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FIRST IRONER IN AMERICA 


(1905) 
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/ FIRST CHROMIUM-PLATED SHOE 
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comedy, “On the Level” which is being 
| produced in Chicago with local talent. 


Dry CELL BATTERIES for radio and 


other uses are now being made by the 


Signal Battery Co., subsidiary of Ray- 
O-Vac Co., Madison, Wis., at its 
Port Washington plant. 


An EMERSON Rapio SET, model 106 
manufactured in 1936, made the cover 
of the Saturday Evening Post, April 
29th issue, in an illustration, “Arm- 
chair General,” portraying an elderly 
gentleman with ear glued to the 
speaker for the latest war news which 
he was following with numerous war 
maps, news reports, etc., which lit- 
tered the room. 


THE TEN MILLIONTH FUZE, a point- 
detonating fuze for heavy-artillery am- 
munition, manufactured by Philco 
Corp. for the Army recently was pre- 
sented to C. Jared Ingersoll, chief of 
the Philadelphia Ordnance District, by 
John Ballantyne, Philco president, who 
revealed that these fuzes, used in am- 
munition for 75 mm. field guns, 3-in. 
sea-coast guns, and 75 and 105 mm. 
howitzers, each contain 40 separate 
parts requiring precision workmanship 
as exacting as fine watch making. 


GeorGE HARRISON SHILL, assistant 
to Hardage L. Andrews, vice president 
in charge of General Electric’s Appli- 
ance and Merchandising dept., died re- 


| cently in Bridgeport Hospital. Mr. 





Shill had been with the company since 
1920. 


FOR DEVELOPMENT WORK on an ultra- 
violet lamp which kills bacteria, Dr. 
Harvey C. Rentschler, director of re- 
search of the Westinghouse Lamp Divi- 
sion, received the Frank P. Brown 
Medal, annually awarded by The 
Franklin Institute, since 1938, for in- 
vention of merit in building and allied 
industries. 


INSECTICIDE “BOMBS”, more than 
7,000,000 of them, have been supplied 
to the armed forces by the Westing- 
house Electric and Mfg. Co. since the 
start of the war, according to J. H. 
Ashbaugh, manager of the Electric 
Appliance Division, who estimates this 
quantity sufficient to rid a billion Army 
pup tents of all disease-carrying in- 
sects. The bombs, metal dispensers 
about the size of an ordinary house- 
hold tin can and discharging a fine mist 
which is harmless to humans, appear 
to have a post-war future. 


A CONSULTING sTyLIst, George 
Walker, whose revolutionary indus- 
trial designs have created wide-spread 
discussions, has been retained by Ad- 
miral Corp. to collaborate with the 
company’s engineers, designers and 
sales division heads in developing new 
models in post-war radios and major 
household appliances. 


Tue Putco Corp. recently received 
the National Security Award, tendered 
in recognition of general excellence in 
the observance of security and protec- 
tion regulations of the United States 
Army, according to an announcement 
by John Ballantyne, Philco president. 


Rapio CorPoRATION OF AMERICA has 
been notified by under Secretary of 
War Robert P. Patterson that the 
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WILCOX-GAY "E"—Chester M. Wilcox, 
president of Wilcox-Gay Corp., pays 
tribute to employees, Army and Navy 
personnel and suppliers at their recent 
Army-Navy "E" Award ceremony. 








RCA Victor Division plant at Lan- 
caster, Pa. has earned the award of 
an Army-Navy “E” flag for “great 
accomplishment in the production of 
war equipment.” 


New AIRCRAFT ORDERS given Nash- 
Kelvinator Corp. call for large-scale 
production of new four-bladed pro- 
pellers and an improved 2100-hp. two- 
stage, supercharged aircraft engine. 
These orders, it is disclosed by George 
W. Mason, president, require a shift 
in the company’s war production ac- 
tivities. 


ANOTHER Star, its fourth Army- 
Navy “E” award for continued excel- 
lence in war work, has been added to 
the production battleflag of the Storage 
Battery Division of Philco Corp.’s 
Storage Battery Division, Trenton, 
N. J. J. G. Green, assistant general 
manager of the division, presided at 
the ceremonies. 


Ten HicH ScHOOL SENIORS, top- 
ranking students from coast to coast, 
will attend the College of Engineering 
of Carnegie Institute of Technology as 
a result of winning George Westing- 
house scholarships, each valued at 
$1,850. 


Benpix AutToMATic LAUNDRY re- 
portsfinding about a dozen OPA tok- 
ens a month in coin-operated washing 
machines located in New York apart- 
ment houses while the American Tran- 
sit Association estimates at least 12,000 
ration tokens—“and maybe three times 
that number”—have gone into fare 
boxes, costing transit lines a minimum 
of $12,000 since the dime-sized disks 
came into use. 


A NEWLY-CREATED post, Technical 
Director to the Fluorescent Lighting 
Association, has been filled by the ap- 
pointment of Joseph M. Smith, a 
pioneer and engineer in the cold- 
cathode fluorescent lighting field. 
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electrons ~~. 


Only a short time ago—when the principles 
of radio were discovered— men began dimly 
to realize the versatility of electrons. But it 
was not until war came, with its deadly 
challenges, that men really began living with 
electrons, utilizing them in amazing applica- 
tions in ships and planes and battle vehicles. 
Their versatile performances promise future 
applications that will make electronic devices 
a part of our daily lives. 


Delco Radio has been working in close co- 
operation with Army and Navy engineers to 
help make electronics an increasingly effective 
“weapon” of war. The assignment has called 
for full utilization of Delco Radio’s research 
laboratories, engineering background and 
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production facilities, by means of which 
principles have been explored and exploited, 
designs evolved to apply these principles, 
and complete equipment manufactured with 
speed and skill. To all radio and electronic 
applications, Delco Radio brings its long 
experience in volume production of precision 
radio instruments. 


DO MORE THAN BEFORE— 
BUY MORE WAR BONDS 


DIVISION OF 


OEBNERVAL MOVORS 
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The war’s end will bring the day when scientific 
expeditions may verify a new high on the world’s 
roof. When that time comes, the world will also know 
a new high in the quality of electronic products... 


through radio and other electronic devices built by 


BUY WAR BONDS 


ia DETROL RADIO 


DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT §, MICH. 
C. RUSSELL FELDMANN PRESIDENT 


















Sylvania To Buy 
Colonial Radio 


Negotiations are underway for tl 
purchase of the capital stock of Cok 

nial Radio Corp., Buffalo, by Sylvani 

Electric Products Inc., it was ar 

nounced jointly by A. H. Gardne 

president of Colonial, and Walter E 
Poor, president of Sylvania. 

Since 1931, Colonial Radio has bee: 
a manufacturer of radio receive: 
principally for Sears, Roebuck & € 
and leading automobile manufacturers 
It is expected that they will continu 
to operate in these markets. 

Colonial’s 1943 volume of $56,000,000 
was made up entirely of radio equip- 
ment for the armed services. This 
compared with a 1942 volume of $14.- 
000,000, and with $9,000,000 in 1941. 

Sylvania, as one of the two largest 
manufacturers of radio tubes, has long 
been a major factor in the radio indus- 
try. In the lighting field, Sylvania is 
one of the leading manufacturers 
fluorescent fixtures, and fluorescent 
and incandescent lamps. The company 
makes a number of other lighting and 
electronic products. 

At the present time, Sylvania’s man 
ufacture is over 85 percent direct and 
indirect war products. Its 1943 vol- 
ume was over $60,000,000. This com- 
pared with a figure of over $32,000,000 
in 1942, and was nearly three times 
the 1941 volume. 


New G-E Factory 
Branch in Newark 


The Appliance and Merchandise de- 
partment of the General Electric Co. 
is establishing a new distributing 
branch in Newark, N. J., according to 
H. L. Andrews, vice president in 
charge of the department. 

The branch, established as effective 
May 1, will be responsible for the 
wholesale distribution of GE house- 
hold refrigerators, ranges, water heat- 
ers, home laundry equipment, dish- 
washers, kitchen cabinet equipment 
and the Disposall, an electrical appli- 
ance for the disposal of kitchen waste. 
The entire Newark wholesale area 
will be served by the new branch, 
which is under the managership of 
J. C. Saur former vice president of 
the General Electric Credit Corp. 
His headquarters will be at the GE 
Appliance Service Center, 85 Main 
Street, West Orange, N. J. 

Saur began his career with the com- 
pany in 1922 in the GE accounting 
department at Schenectady. After 
several years he was transferred to 
3ridgeport where he worked in a sales 
capacity. From 1927 to 1933, he was 
sales manager of refrigerators for the 
Mathews Electric Supply Corp. i 
Birmingham, Ala. 

Since 1927 he has been stationed in 
GE’s New York office as vice president 
xf the Contracts Corp., and as vice 
president of the Credit Corporation 
since its incorporation in 1943, 


Florence Moves 


New York Office 


As one step in their extensive plan 
for post-war expansion, the Florenc 
Stove Co. of Gardner, Mass. has move 
their New York office to No. One Par! 
Ave. 

The new and larger quarters include 
in addition to the office, modern dis 
play rooms for Florence ranges an 
heaters. This division is managed by 


R. H. Taylor. 
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In practically every issue of every national 
magazine — in practically every newspaper 
from coast-to-coast, 19 million women are 
being sold every day on Gas for Cooking 
and a CP Gas Range for Certified Cooking 
Performance. 


Tie-in with the CP Business Building Plan. 
Write today for the big free Kit that shows 
you how to identify your store with this na- 
tion-wide promotion now and after the war. 


\ 
\ 


\ 
\ 
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A-B Stoves, Inc. 

American Stove Co. 

Caloric Gas Stove Works 
Cribben & Sexton Co. 
Detroit-Michigan Stove Co. 
The Estate Stove Co. 
Glenwood Range Co. 
James Graham Mfg. Co. 
Grand Home Appliance Co. 
Hardwick Stove Co. 


GAS RANGES BEARING THE CP SEAL 


ARE MANUFACTURED BY 


O'Keefe & Merritt Co. 
Roberts & Mander Stove Co. 
Geo. D. Roper Corp. 
Standard Gas Equipm’t Corp. 
The Tappan Stove Co. 
Western Stove Co., Inc. 

IN CANADA 
Clare Bros. & Co., Ltd. 
Gurney Foundry Co., Ltd. 
Moffats, Ltd. 


*Consumer advertising programs of gas 
appliance manufacturers’ and gas utilities. 


r 
| 
L 


Assn. Gas Appliance and Equipment Manufacturers 
60 East 42 St., New York 17, N. Y. 


Please send a complete CP Business Building Kit to: 


Name 





Firm 





Street 








City & State 
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UTiIL_iTy 


EVAPORATIVE 
AIR COOLERS 



























/ tility Evaporative Air Coolers are 
available on AAS5 or better priority without 


authorization from WPB, with certain exceptions. 
Coolers may be stocked for inventory or re-sale 
by obtaining approval from War Production 
Board on Form WPB-547 (PD-IX). 

For exceptions and complete information, con- 
sult your local WPB office and ask for Order L-38 
as amended May 10, 1944. 


Utility Propeller Fans and Centrifu- 
gal Blowers are also available in 
accordance with WPB regulations. 
We will be glad to furnish complete 


information and literature. 


OUTILiTyY 


FAN CORPORATION 


4851 South Alameda Los Angeles 11, California 


Peace-time manutacturers of the Famous Uti 


Fans, Floor Furnaces, Circulating Heoters 





laclaa te) Air Furnoces 









NEW POSITIONS OF THE MONTH 











Frigidaire 


P. M. Bratten, general sales man- 
ager of Frigidaire Division, General 
Motors Corp., announces the appoint- 
ment of Harry M. Kelley to the posi- 


the Dual-Temp and conventional re- 
frigerators. 

From 1939 to 1942, Mr. Carlson was 
resident engineer in charge of produc- 
tion of Philco’s domestic refrigerators. 
From 1937 to 1939, he was design and 





HARRY M., KELLEY 


tion of appliance sales manager and 
the return of Paul H. Brennan to his 
former position of commercial sales 
manager. 

Mr. Kelley has served in various im- 
portant sales capacities in his 12 years 
at Frigidaire. He was district sales 
manager for four years before coming 
to the factory as a specialist in the 
Public Utility Sales Division. Later 
he became sales manager of Special 
Markets, which included Farm, Re- 
placement, and Multiple Housing Sales. 
In his new capacity as appliance sales 
manager, he has charge of all house- 
hold appliance product sales. 

Mr. Brennan has been associated 
with the Frigidaire Commercial Sales 
Division for over 17 years. Joining 
the company as a commercial sales 
engineer, he was National Users and 
Apartment House representative for 9 


LOU A. CARLSON 


unit engineer of Stewart-Warner Corp., 
Chicago, where he was one of the 
developers of the hermetically-sealed 
refrigeration system which has been 
in use by Stewart-Warner since 1938. 
Prior to 1937, Carlson was chief engi- 
neer for refrigeration of the General 
Household Utilities Corp., Chicago. 


McCall's Magazine 


The Food and Household Equipment 
editorial departments of McCall's 
Magazine have been merged to insure 
closer integration of the related sub- 
jects of food and household equipment, 
so much of which is used in the preser- 
vation and preparation of foods. To 
head the combined departments, Miss 
Elizabeth Sweeney has been appointed 





PAUL H. BRENNAN 


years in New York before coming to 
Dayton to take charge of Frigidaire’s 
National Users Department. As man- 
ager of commercial sales, he has charge 
of all commercial refrigeration and air 
conditioning sales. 


Admiral Corp. 


Lou A. Carlson has been appointed 
production engineer of the Admiral 
Corp., according to L. H. D. Baker, 
vice president in charge of major ap- 
pliances. Mr. Carlson will supervise 


all production and inspection of both 


JUNE, 





- - 
ELIZABETH SWEENEY 


Director of Foods and Household 
Equipment. 

For the past year Miss Sweeney has 
been serving as Household Equipment 
Editor of McCall’s. Prior to joining 
the editorial staff of this national! 
women’s magazine, Miss Sweeney was 
assistant professor of foods and nutri- 
tion, College of Home Economics, 
Syracuse University. Before that she 
was assistant professor of Household 
Technology at Syracuse. 

Before joining the staff of Syracuse 
University, Miss Sweeney was for ; 
number of years Director of Home 
Service for the Central New Yor! 
properties of the Associated G. & E. 
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“ ACLIPSE Plastic Avitators 


will help turn prospects into buyers... Quicker! 
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IN POST-WAR washer selling, capitalize on 
the power in “word-of-mouth” advertising 
— the expressed satisfaction of thousands 
of housewives who bought home washers 
equipped with Eclipse Plastic Agitators 
before the war. 


THEY'VE PROVED these advantages in the 
weekly wash — proved that Eclipse Plastic 
Agitators are easier on the clothes, wash more 
efficiently, without wearing the most delicate 
fabrics. They've told friends how a plastic 
agitator is smoother, easier to handle, simpler 


to clean, durable, and cannot discolor clothes. 


ALL THESE FEATURES of the Eclipse Plastic 
Agitator alone, will be available on your 


post-war home washers. Continuing research 


at Eclipse is improving the agitators, and 
our increased production facilities make 
Eclipse Agitators available for EVERY 
washer. 


INSIST ON Eclipse Plastic Agitators on your 
post-war washer line. It's a good promise of 


greater sales volume and customer satisfaction. 





* Pioneered and developed by 
ECLIPSE engineers * ALREADY IN 
USE ON THESE FAMOUS MAKES... 








APEX BARTON BEAM 
BLACKSTONE 
CONLON EASY FAULTLESS 
MAYTAG 
SPEED QUEEN ZENITH 
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Cclipse MoULDED PropucTts COMPANY 


5151 NORTH THIRTY-SECOND STREET * MILWAUKEE 9, WISCONSIN 











Plastic Products and Custom Moulders for All Industry 
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"Grace”™ illustration from an ILG ad in 


Time and The Saturday Evening Post 


popped her ayer to 
make SALES POP few you 


Over 110,000,000 ILG messages are being delivered to Time and 


or 


lhe Saturday Evening Post readers alone in 1944! This is part of 


a comprehensive [LG program involving 24 publications 134 
advertisements with 64 ads in color! And it is designed pur- 


posely to build a big back-log of demand for adequate ventilation 
in home. othe . ™ hool. store and factory which will make “sales 
pop when you again start selling hard. If you have not heard the 


whole storv of how ILG is paving the way for you, send coupon, 


write us or phone nearby Branch Office (consult classified directory). 






VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


PASTE ON PENNY POST-CARD AND MAIL TODAY! 







PAGE 98 


General Electric Co. 


Paul A. Tilley has been appointed 
manager of the appliance distributing 
branches of the General Electric Co. 
it has been announced by Hardage L. 
Andrews, vice president in charge of 
the Appliance and Merchandise dept. 

Tilley is responsible for all opera- 
tions of these branches, which are 





PAUL A. TILLEY 


located in Boston, Newark, New York, 
Philadelphia, Tampa, Cincinnati, St. 
Louis and Los Angeles. Headquar- 
ters will be in Bridgeport. 

The new manager will continue for 
the present in his position as manager 
of sales in the Ship Fittings division 
of the company, which position he has 
held since September, 1942 

He has been with the company for 
17 years, having joined General Elec- 
tric’s accounting department in Sche- 
nectady in 1927. Several years later 
he became a traveling auditor and was 
subsequently made assistant to the 
comptroller. He came to Bridgeport in 
1938, when he assumed his duties as 
manager of distribution services. In 
1940 he became assistant manager of 
the radio department, which position 
he held until he was placed in charge 
of the Ship Fittings division. 


Westinghouse Lamp Division 


Appointment of Andrew G. Nelsen 
as manager of the Middle Western 
District, Westinghouse Lamp Division, 
has been announced by William J 
Massey, general lamp sales manager 





ANDREW G. NELSEN 


In his new position, Mr. Nelsen 
will have charge of all lamp sales ac- 
tivities of the Middle Western Dis- 
trict and will make his headquarters 
in Chicago. 


Warren Telechron 


Roy W. Johnson has been appointed 
general sales manager in charge of 
all commercial activities of the Warren 
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Telechron Co. of Ashland, Massachu- 
setts. Mr. Johnson was formerly di- 
rector of the facilities bureau of the 
War Production Board and _ befor: 
that associated with General Electri 
and Schick, Inc., in sales and adver 
tising capacities. 

There will be no changes in th 
Warren Telechron sales organization 
David Blair Jr., continues as sales 





ROY JOHNSON 


manager and Harold E. Blackburn as 
assistant sales manager. 


G.E. Electronics Department 


R. P. Van Zile has been appointed 
district manager of the East Central 
District (No. 5) of the General Elec- 
tric Co.’s Electronics Dept., according 
to an announcement by Arthur A. 
Brandt, general sales manager of the 
department. In this capacity, Mr. Van 
Zile will be responsible for the sale of 
all products of the department in this 
district. His headquarters will be at 
the General Electric Co., 4966 Wood- 
land Avenue, Cleveland. Since Octo- 
ber, 1942, Mr. Van Zile has been in 
the Washington office of the company 
representing the Electronics Dept. 
the sales of communications equipment 
to the U. S. Navy. 


Horton Re-opens 
Los Angeles Office 


Frank D. Wallace, Horton's forme: 
district manager for Southern Cali- 
fornia, has recently returned to Los 
Angeles to reopen company offices in 





FRANK D. WALLACE 


the Chamber of Commerce Building 
that city. 

Upon cessation of manufacturing 
home laundry equipment, Mr. Walla 
joined the home office force in Fort 
Wayne and took up duties incident 
the company’s war work program. 

He has acted as district manage: 
Southern California for Horton for 
number of years and has built up 
wide acquaintance in the many years 
that he has been in the major hor 
appliance field on the West Coast. 
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TOMORROW... 
A THEATRE IN EVERY HOME WITH 
EMERSON RADIO TELEVISION 
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‘The Brain Gell. 


K@~ seat engineering ideas in small packages” 





one of the most important 
rooms in the world 


It’s in the Emerson Radio plant. And it’s just a plain, 
ordinary room. 

One of the younger engineers called it, somewhat 
irreverently, “The Brain Cell.” The name stuck. “The 
Brain Cell” contains no elaborate furniture...not a 
drawing board, filing cabinet or equipment of any 
kind. This room is important, not for what is in it. But 
for what comes out of it. 

Here, the executives, engineers, research men, and 
production men meet for a round table of purposeful 
discussion. 

Here, too, come far-from-silent guests...important 
people. Perhaps a sun-browned Radar officer just 
back from Hollandia. Perhaps a Commando who has 
parachuted a secret radio to a guerilla mountain fast- 
ness. Perhaps a naval expert who has been taking 
readings with curious instruments in a submarine 


Limerson Radio 


deep in Japanese waters. 

From this experience...from this inter-change of 
ideas...the way is cleared to new improvements for 
Emerson Radio and Radar for military use. Many 
miracles of electronics, produced by Emerson Radio 
and now performing unfailingly at battle stations 
around the world, can trace their origin directly to 
one of these scientific pow-wows. 

This “council of war” at Emerson Radio has been 
a tremendous asset for our fighting forces. 

It will be a tremendous asset for Peace. For out of 
these discussions will come marvelous new radio, 
radar and electronic devices for the future enjoyment 
of mankind. 

Tune in to “Green Valley, U.S.A.” every Sunday 
afternoon, 5:00 P.M. EWT, over the coast-to-coast 
Mutual Network. 





EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK Ii, N.Y. 
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Industrial and Commercial 

























tokers TODAY 

















































for medium- 





size apart- 
ment buildings, small com- 
mercial and industrial 
plonts 


for large 
apartment 
buildings, commercial and 
industrial plants 





Be Ready to Sell 
Domestic Stokers 


TOMORROW 


tributors and dealers. 


Link-Belt stokers have many superior features 
which make them salable, bring good will, build 
reputation for distributors and dealers. Link-Belt 
sells only through distributors and dealers, offers 
an attractive, profitable franchise. 


Phone, Wire, or Write 


LINK-BELT COMPANY 


Stoker Division 
2410 West 18th Street, Chicago 8, Illinois 
in War Production 


For Excellence ate 


STOKERS 












for medium-size 
apartment buildings 


to owners of homes, small buildings, flats, stores. Full line of do- 
mestic stokers, with special features, for anthracite or bitumi- 
nous coal, will be available as soon as restrictions are removed. 


TO CONSUMERS OF 25 TONS OR MORE OF COAL PER YEAR 
A complete line —from 65 to 1200 pounds per hour capacity 


for small 
apartment 





Link-Belt Offers Distributors and Dealers an Unusual Opportunity 


There’s a big immediate market among industrial and commercial users, for 
Link-Belt’s dependable stokers. While you are selling these stokers, you will be 
preparing your organization to sell domestic stokers later—whenever restrictions 
are lifted. There’s a huge market— millions of coal-heated homes need, want stokers. 


Some Link-Belt franchises are now open. It’s an unusual opportunity for dis- 


Investigate This Profitable Stoker Sales Franchise Now! 


Link-Belt has a wide reputation for advanced engineering, sound construction. 











THESE FEATURES 
HELP YOU SELL MORE 
LINK - BELT STOKERS 


Industrial and Commercial 
Stokers 
Models up to 300 B. H. P. 
Power-Flex Burning Head ¥ 
No Dead Plates 
Open or Closed Hoppers 


Domestic Stokers 
Anthracite or bituminous coal 
Bin or hopper feed 
Dust-proof hoppers 
No shear pins 
Automatic air control 












Sylvania Electric Products 


Garlan Morse, of Sylvania Electric 
Products Inc., has been promoted to 
the position of product manager, in- 
candescent and fluorescent lamps, with 
headquarters at the Boston Street 
plant in Salem, Mass., it was an- 
nounced recently by Robert H. Bishop, 
general sales manager of the Lighting 





GARLAN MORSE 


Div. of the company. “Gar” Morse 
has most recently been Philadelphia 
sales manager for the Lighting Div. 


Rainier Appointed 


C. H. Shaw, general sales manager 
of the Radio Tube Division of Syl- 
vania Electric Products Inc., has just 
announced the appointment of H. H. 
Rainier as assistant manager, Dis- 
tributor Sales, Radio Division. In his 
new post, Mr. Rainier will be responsi- 
ble for merchandising activity through 
division managers in all territories and 
will report directly to R. P. Almy, 
manager of Distributor Sales, Radio 
Division. 

Mr. Rainier has been associated with 
Sylvania for a number of years as a 
divisional manager. Most recently he 
was manager of the East-Central Divi- 
sion. 


Link-Belt Stokers 


Link-Belt Co., Chicago, announces 
that F. H. Herndon has been ap- 
pointed manager of the company’s Coal 
Stoker Division, in full charge of its 
activities and personnel, with head- 





Mr. Herndon came to Link-Belt 
from the Modern Coal Burner Co. in 
1934, when Link-Belt acquired the 
automatic stoker business and stock of 
parts of this subsidiary of the Peabody 
Coal Co. 

“Ken” Ellsworth has been through 
practically every phase of selling in the 
Link-Belt stoker division, joining it in 
1934, after having been the company’s 
stoker dealer in Erie, Pa. 





K, C, ELLSWORTH 


The Caldwell plant, where Link-Belt 
stokers are built, is headed by G. 
Walter Ostrand, general manager. 


Nash-Kelvinator 


Godfrey Strelinger, formerly assist- 
ant to the general sales manager, Nash 
Motors Div., has been elected treasurer 
and assistant secretary of Nash-Kel- 
vinator Corp. filling the post recently 
vacated by the death of G. V. Egan, it 
was announced recently by George W. 
Mason, president. 

Strelinger has spent 15 years with 
Kelvinator and later with Nash fol- 
lowing merger of the two companies 
in 1937. 

The company also announced that 
Strelinger has been elected a director 
and secretary-treasurer of its subsidi- 
ary, Refrigeration Discount Corpora- 
tion. 


Florence Stove Co. 


J. B. Tudhope has been appointed 
director of industrial relations of Flor- 
ence Stove Co., according to a recent 





F. H. HERNDON 


quarters at the Caldwell plant. Mr. 
Herndon has been asst. manager for 
the last 10 years. 

It is also announced that K. C. Ells- 
worth, heretofore eastern stoker divi- 
sion manager at New York, has been 
appointed sales manager of the stoker 
division, with headquarters at the 
Caldwell plant, Chicago. 


JUNE, 


T. B. TUDHOPE 


announcement by R. L. Fowler, presi- 
dent. 

Mr. Tudhope is in charge of per- 
sonnel administration at the Florence 
plants in Gardner, Mass., and Kan 
kakee, Ill. His appointment is in lint 
with the Florence policy of broadening 
the scope of employee activities at 
both plants. 
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Millions marveled at Miss Gulczewska 


The tallest member (6’ 4”) of the Filarets, 
a girls’ basketball team in Rochester, 
N. Y., compares her height with that of 
a teammate. 

Millions of persons all over the country 
saw this picture. Why? Because it ap- 
peared in LIFE. 

What does LIFE’s large readership 
mean to you, who retail nationally 
advertised appliances? Mr. Simon 
Halle, of Majestic Electric Com- 
pany, Colorado Springs, Colorado, 
says: 
‘*80% of our customers are LIFE 
readers.’’ 
There is ample evidence that the ma- 
jority of your customers, too, are LIFE 
readers. For, from New York right across 
to California, LIFE has more readers 
every week than any other magazine. 


More readers every week than 
any other magazine in America 
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Use Tomorrow’s 
Oven Heat Controls 


Today pilots of the swift and deadly P-51 Mustangs 
use a new kind of heat control —engineered, designed 
and manufactured by Robertshaw. Called an Actuator, 
this precision instrument controls engine operating 
temperature automatically. Robertshaw Actuators 
have nearly 500 parts, many built to tolerances rang- 
ing from .0001 to .0004 inches. 

Tomorrow the skill and experience gained in the 
development of these Actuators will mean still better 
Robertshaw Oven Heat Controls. So tomorrow, more 
than ever, a Robertshaw Oven Heat Control will be 
a fuel and food saving plus which homemakers will 
be looking for on the ranges they buy. 

























Women’s Interest 
Radio Programs Are 
Telling Homemakers 
About Robertshaw 
Oven Heat Controls. 


DISTRIBUTOR APPOINTMENTS 








Admiral Corp. 


J. H. Clippinger, vice president in 
charge of sales of Admiral Corp., Chi- 
cago, announces the following com- 
panies to distribute the complete line 
of Admiral radio, refrigerators, elec- 
tric ranges, and home freezers in their 
respective territories. 

W. Royce Beamish Co. has been 
appointed distributor for the Min- 
neapolis, Minn., trading area. Prior to 
the war, the Beamish Co. was manu- 
facturer’s representative for the Ad- 
miral Radio. At the present time the 
company has its main sales and ware- 
house displays in Minneapolis. 

Shadbolt & Boyd, Milwaukee one of 
the oldest distributors in the Midwest, 
will handle the complete line of Ad- 
miral products in most of Wisconsin. 
[his company was formed 76 years 
ago, and operates six separate depart- 
ments \. C. Schiegler, vice presi- 
dent of the company, will head the 
appliance department of Shadbolt & 
Boyd, a position which he has held 
for the past ten years. Before Pearl 
Harbor, the company was a distributor 
of Stewart-Warner appliances. 


Blackstone Distributor Appointed 


Cleveland Distributing Company, 
2323 East 67th Street, Cleveland, Ohio, 
has been appointed exclusive distribu- 
tor for Blackstone washers and iron- 
ers in the Cleveland wholesale area 
covering 21 counties, according to an 
announcement made today by Roger 
Sargent, general manager of Cleveland 
Distributing. 


Crosley Corp. 


“he Commercial Appliance Co., Inc., 
has been appointed distributor for the 
Crosley Corp. in Seattle, Washington 
territory, including the western half 
of the State of Washington, it was 
announced recently by J. H. Rasmus- 
sen, commercial manager of Crosley. 


Frank Hawkins, vice president and 
general manager, is the principal oper- 
ating head of the company, which is 
now the third largest distributor of a 
leading brand of tires in the United 
States and employs more than 100 per- 
sons. The company operates a large 
service business, including all types of 
automotive service. It also distributes 
the DeSoto car in the northwest ter- 
ritory. 

The Commercial Appliance Co. is 
planning to acquire a separate building 
to house its wholesale household appli- 
ance operation. 


Montana Distributor 
Great Falls Paper Co., Great Falls, 


Montana has been appointed distribu- 
tor in Montana for Crosley Corp. 





LOUIS C. FLAHERTY 


Great Falls Paper Co. was estab- 
lished in 1913 and for a time was ex- 


clusively a paper concern. Later their, 


lines were diversified under a depart- 
ment known as The General Supply 
Co. The Crosley line of products will 
be merchandised as soon as they are 
available through The General Supply 
Co. 

James J. Flaherty is president of the 
company; Frank E. Flaherty is vice- 
president and in charge of credits ; and, 
Louis C. Flaherty, sales manager, will 
be directly in charge of distribution 
of Crosley products. 











NEW ADMIRAL DISTRIBUTORS—Admiral Corp., Chicago, announces the appoint- 
ment of Orgill Bros. ef Memphis as distributors of Admiral radios and major appli- 
ances for the Memphis, Tenn., and Jackson, Miss., trading areas. Pictured above, 
seated left to right: W. |. Moody, chairman of the board of Orgill Bros. and Harry 
Lever, Southeast regional manager of Admiral. Standing left to right, K. W. Orgill 
president, J. W. Morris, vice president, and Joseph Orgill Jr., secretary and treasurer 








ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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RADIO + TELEVISION 


and their post-#far prospects as viewed by 


STROMBERG-CARLSON 


W. have built radios since 1924 and commercial television receiving sets as early as 1938. 
Our confidence in the future of television is best evidenced by the fact that we have recently 
applied for a license to operate our own television broadcasting station. However, in estimating 
the post-war market for radio and television, we believe you— and we—will be benefited by 
taking a strictly business, common sense point of view. 


The Television Prospect ... as we see it 


1. Television has a great future. 






AND HERE'S OUR PLEDGE 


to get you back into profitable 
post-war business! 


2. There is tremendous public interest in television. 
However, it will be several years after the war 
before enough television stations can be built to 
provide full national coverage. 


1. We will have — soon after Victory —a fine line of 
Stromberg-Carlson FM and AM radios, phonograph 
combinations and television receivers in a wide range 
of prices. 


3. As television broadcasting facilities develop— 2. We will have a policy of distribution planned to give 





territory by territory—good business opportun- 
ities will be presented to you... and to us. 


When television broadcasting develops in your 
territory, Stromberg-Carlson will have a full line 
of television receiving sets which will bring to this 
rich field the 50-year-old fact: “There is nothing 
finer than a Stromberg-Carlson!” 


The Radio Forecast ... in our judgment 


1. There always has been— always will be —a profit- 
able demand for a good radio and radio phono- 
graph—a fine musical instrument. 


2. For the immediate post-war years, the expanding 
market for FM receivers and phonograph com- 


binations will provide your greatest profit op- 
portunity. 


3. We believe that such instruments must have 
superlative tone quality and an appearance in 
keeping with the best in furniture design. 
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every Authorized Dealer a good profit opportunity on 
the Stromberg-Carlson line. 


3. And the Stromberg-Carlson name will be even more 


widely and more favorably known than ever before. 
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Many hands make their good contribution to Chromel heating element 
wire, that one day shall again rest on your counters in good heating 
devices. These hands have been on the job a long time, many for more 
than twenty years. Thus, into Chromel goes that “extra something” 
that is not made up of things mysterious or secret—but is merely the 
product of mature experience, conscientious effort and pride in their 
work. ... Just a spool of wire—yet, Chromel wire, whose discovery in 
1906 brought the heating appliance business to life, and has sustained 
it vigorously ever since. Good heating devices with good Chromel 
elements, are a trustworthy combination. For technical data on Chromel, 


ask for Catalog M. 


HOSKINS MANUFACTURING CO. 
DETROIT 8, MICHIGAN 











DISTRIBUTOR 
APPOINTMENTS 











Portiand, Ore., Distributor 


Appointment of the Arthur L. Fields 
Chevrolet Co. of Portland, Ore. as dis- 
tributor for Crosley Corp. in the Port- 





ARTHUR L. FIELDS 


land territory, was also announced by 
J. H. Rasmussen. For the past twenty- 
seven years, Arthur L. Fields has been 
at the head of this company which has 
been operated as a partnership. 


Landers, Frary 


& Clark 


B. C. Neece, vice president and gen- 
eral sales manager of Landers, Frary 
& Clark has announced the appointment 
of G. W. Onthank Co. of Des Moines, 
Iowa with warehouses at Sioux Falls, 
S. D.; Minneapolis, Minn.; Omaha, 
Neb. and Davenport, Ia., as exclusive 
distributors of Universal major ap- 
pliances. The company will also dis- 
tribute Universal small appliances on 
a non-exclusive basis. 


Kansas Distributor 


Mr. Neece also announced the ap- 
pointment of the Federal Distributing 
Co., Kansas City, Mo., as distributors 
of major appliances in Western Mis- 
souri and the entire state of Kansas. 
The company will also distribute Uni- 
versal small appliances on a non-ex- 
clusive basis. 


1900 Corp. Gets 
Army-Navy "E" 


The Nineteen Hundred Corp., mak- 
ers of Whirlpool washers and ironers 
and special brands, received the cov- 
eted Army-Navy “E” Award recently 
before 2,000 workers and spectators at 
the company’s plant in St. Joseph, 
Mich. 

The pennant presentation was made 
by Major Nelson McCormick, of the 
Detroit Ordnance District. C. C. 
Choyce, of Sears, Roebuck, & Co., was 
master of ceremonies. 

Louis C. Upton, president of the 
company, accepted the efficiency award 
on behalf of the company. The ac- 
ceptance speech for the workers was 
given by Martin Hunt, president of 
the firm’s UEW union, a one-armed 
lathe operator who last year won the 
praise of General William S. Knudsen. 

The Navy was represented by Lt. 
Carl E. Schultz, Resident Inspector of 
Naval Material, South Bend, Ind., and 
a former St. Joseph attorney. 
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1859: The world was spellbound when 
the first telegraphic message was sent across the 
Atlantic by cable. But in three months that first 
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cable was broken. Seven long years elapsed 

before ad new Atlantic cable was laid. And in 

the meantime, news had to travel the old slow 
way... by ship. 


Dhen the Atlantic Cable Broke... 


1944: Today, the miracle of instant two- 


way radio permits split-second communications 

between remote continents and isolated islands. 

Our fighting forces on land, sea and air are 

in constant touch with each other. Radio and 

electronics are winning battles, saving thousands 
of lives, helping to speed Victory. 


entinel 


America owes to science an eternal debt of thanks for its ceaseless 
research in the realm of radio and electronics. 
Since Pearl Harbor, SENTINEL has devoted all its resources, 
all its skill, to producing radio equipment for our armed forces. 
When peace has been won, we promise all of our dealers 
SENTINEL Radios far finer in tone and performance— more salable 
and more profitable than the most optimistic pre-war expectations. 


SENTINEL RADIO CORPORATION 
2020 RIDGE AVENUE, 


EVANSTON, ILL. 














1015 Dime Building 


DEALERS 


4, ~~ 
A CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 


Buy Parts for 


from Your Nearest 


ONE-STOP JOBBER 


(Listed Below) 


JOBBER MEMBERS 


EASTERN DISTRICT 


The Domestic Appliesce C 144 Grend St., Weterbery 5, Cona. 
Electric Werehouse, 3640 St., Pailedeiphie 40 
Bootrtoat Center, 514 Tenth St., Northwest, ashingtos " D. S. 

tone Washer Ports Ce., 643 Arch St. Puiesetebta 6 . 


ad 


tL @ Electric & . Ce., 1103 Okie Ave., McKees . 
D. J. Phelan Sens, West Breadway, New York N. Y. 
Radio Electric kh Ceo. of Penn., 701 Arch St., * Philadelphia 6, Pa. 
gowneorenes Supply Co., 273-275 Beas St., . Pe. 
Roberts Eng. Co., 48 Dw St., Spri 3, Mass. 
Tie ye. i. Y. Shep, 138 Dartmouth St., Boston 16, Mass. 
Trible's, 811 Ninth Northwest, Washington 1, D. C 
Washer Soles & Service Co., 10-12 Federel 


Wyner Ports & Service Co., 155-159 State St., Rochester 4 


CENTRAL DISTRICT 


Akron Washer Ports Co., 118 East Exchange St., Akron 4, Ohio. 

American Electric Washer Co., Sth St., Cleveland 3, Ohiec. 

Appliance Ports Company, 123 East New York S?., ‘Indienapelis 4, Ind. 

Buckeye Vocuum Cleaner Supply Co., 10615 St. Clair Ave., Cleveland 8, Ohio. 

Dennis Donelt Anpteane't Supply, = Wesley Way, Sioux City 16, lowa. 
Appliance Ports Co., 4770 Grand River Ave., Detroit 2. Mich. 

powee s = Parts Co., 432 Division Ave., So., Grand Rapids 3, Mich. 

Home Electric Co., 26-28 “Eost Front St., Youngstown 3, Ohio. 

The Jesse Company, 2440 West North Ave., Chicago m =. 

Mer-Cone Sweeper Co., 911 Franklin Ave., St. Louis 

Midwest Applience Parts Co., 2722 West Division S?., home mM. 

Minnesota Appliance Parts Co., 191 West Seventh St. an 2, Mina. 


O'Dell Parts & Service Co., 327 North Main St., Wichite 2, 
Peorsol Appliance Corp., 2122 Euclid Ave., Cleveland 15, — 
Pixley Electric Supply Co., 266 No. Fourth | = Columbus 1, Ste. 


R. and S. Parts Co., 2120 North Twelfth St., Milwaukee 5, Wiscons 
Refrigeration Equipment Co., 101 East Twenty- fourth St., ‘Kansas "tity 8, Mo. 
Ruegg Refrigeration Supply, 2611 Farnam St., Omaha 2, Nebraska. 

Servall Compony, 3572 Gratiot Avenue, Detroit 7, Mich. 

, 615 West Seventy-ninth St., Chicoge, 20, WW. 

» 410 Merquette Ave., Minneapolis 1, Minn. 

Wash Machine Parts and Sales Co., 4119 Gravois Ave. «+ St. Louls 16, Mo. 


SOUTHERN DISTRICT 
Wallace Johnston Co., 760 Union Ave., Memphis 3, Tenn. 
Pritchard Electric Co., 23 So. Walker St., Oklahoma City 4, Okla. 


Refrigeration Supply Ceo., 214 W. Broad St., Richmond 20, Va. 
United Appliance Co., 2409 S$. Main S?., Houston 2, Texas. 


MOUNTAIN DISTRICT 


A-1 Master Electric Shop, 432 S$. State St., Salt Lake City 1, Utah. 
Ray Jones Washing Machine 


PACIFIC DISTRICT 


215 Northwest Park Ave., Portiand 9, Oregon. 


APPLIANCE PARTS JOBBERS ASS’N, 


WwW. L. May Ce., 


A National Organization 


Washing Machine 


ALL MAKES OF WASHERS. 


Assure your customers prompt service by purchasing parts for all 
makes of washing machines from your nearest Centralized Parts 
Jobber. No need to waste your time, effort and gasoline going to 
a dozen different places to obtain service parts. Select the Appli- 
ance Parts Jobber in your territory from the names given below. 


St., North Side, Pittaburgh 12, Pe. 


Parts & Service Co., 376 Broadway $., Denver 9, Colo. 


Inc. 
Detroit 26, Michigan 

















SALESMEN ON PRODUCTION LINE—Cory Glass Coffee Brewer Co., Chicago, 


actually has pulled in its salesmen and put them on the production line in an effort 


to fill orders. 


Shown here is Bill Lynch, Minneapolis territory, George F. Dilger, 
Cedar Rapids, lowa territory, helping Emily Zachwieja. 


Each day one salesman acts 


as straw boss and all production goes to his territory for that day, declares E. H. 


Sager, general sales manager. 


Cory Celebrates 
Tenth Birthday 


A tenth of a century has rolled by 
since the Cory Glass Coffee Brewer 
Co. decided its system of brewing the 
drink would be appreciated by the 
American public, and last month gen- 
eral sales manager, E. H. Sager clipped 
ten-year pins on the lapels of veterans 
who have been with himi through the 
decade. 

On the shelves of electrical dealers 
like Victor Thomas of Des Moines, 
coffee-makers are the last remaining 
appliances on display, and good news 
from the Cory establishment is the 
fact that their manufacture is continu- 
ing steadily. No scarcity in glass has 
been encountered and a system of 
groundglass contacts—such as you see 
on perfume bottles—has successfully 
overcome the lack of rubber once 
thought necessary to create the needed 
vacuum. The fact is, Cory will con- 
tinue to make these ground glass seals 
after the war although right now a 
synthetic substitute is available to own- 
ers of old type coffee makers. 

Salesmen have been called in off the 
road and today work in the production 
line of the Cory plant, which is also 
handling orders for the armed forces. 
Military models carry supports that 
will prevent upsets in the heaviest seas. 

Each day a different salesman is 
elected “straw boss” and the civilian 
output of that day goes to his terri- 
tory. 


Philly Activity Sells 
15,633 Industrial Light Units 


Concluding a successful cooperative 
industrial lighting activity, sponsored 
by the lighting equipment manufac- 
turers group of the Electrical Associa- 
tion of Philadelphia, about 100 repre- 
sentatives of the participating groups 
held a meeting recently to assess re- 
sults. According to Joseph W. Lee, 
chairman of the group, a total of 15,633 
units, were sold, with an estimated 
value of $400,000, while 6,000 kw. was 
added through new equipment. 
Howard L. Miller, president of the 
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association, presented the annual asso- 


ciation trophy, a silver plaque, to 
Graybar Electric Co., Inc., as the 
wholesale organization achieving the 
highest point record per salesmen 
registered. The trophy was received 
by A. L. Hallstrom, Graybar vice- 
president. In addition, more than 
$1,000 in prize awards were distributed 
to winning jobber salesmen and utility 
company sales representatives. 















SURE = 


WE’RE CROWING 











OUTGROWS ITS CRADLE 


To us who have grown up with this 
sensational incandescent lamp, the 
formation of a new and very much 
enlarged corporation is recognition 
of accomplishment. 


® 


To distributors, dealers and users it 
is conclusive proof of acceptance by 
the trade deserving of and assure 
of broader manufacturing, distribu: 
ting and merchandising plans. 


@ 


To YOU---sample and literature 
will be sent without obligation, 
upon request. 


4 


VERD-A-RAY CORPORATION 
TOLEDO 5, OHIO 
VERD-A- 
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An AID TO SIG*T 







ELEC 


WE DID IT BEFORE... 
WE'LL DO IT AGAIN. 


Gnd 
































When conversion comes watch how quickly 
Florence “Know-How’ licks the problems 


® In our 72 years, conversion isn’t a new experience. 


y+ 


Through a period of three wars, Florence engineers and executives 





LE have been licking tough production problems. And each time, 
Florence “know-how” has enabled us to do a capable job—quickly. 

° ° ° ° The Army-Navy “E”’ for Excellence 
this What this means is that when the green light comes, Florence won’t hae been wen Sy she workers of cur 
- keep you waiting long for the ranges and heaters you'll need and want. aaa 

a The fact is we’ve already made a start along the road. With gov- 


ernment approval, we are today making a gas range, an oil range, 
an oil stove and oil heaters. Our designers and engineers have plans 
ready for all our first postwar models of gas, electric, LP gas, oil and 


96% of our work is for 
America’s Armed Forces 


= combination ranges, oil heaters and range burners. When the time 

2 by comes, Florence streamlined production methods can be depended Air duct systems for the P-47 Thunderbolt 
- on to do the rest—getting the new models to you as rapidly as mate- * Fuel tanks for the vital C-46 Transport 
ribu: 


rials become available. Planes * Burner units for the Navy's 


Meanwhile, we’re remembering that Victory comes first. So for Safety Still in lifeboats * Shell cases for 


- ; ese oo a 
the time being, 96% of our work is still for America’s armed forces. eb Meee end Movy & Caniine end 


ature 


bs FLORENCE STOVE CO. 


GARDNER, MASS. 


powder tanks for the Navy * Heat treat- 


ment of armor plates for tanks. 


++ + + + + + + HH HH H + HF HF HH HF HF HF HF HE FH 


oz ELECTRIC RANGES e GAS RANGES e OIL HEATERS 
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To Make Post-War Homes Electrical 


CONTINUED FROM PAGE 26 
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OF THE P/NCOR POWER PLANT | 

















































































GENERATOR CONSTRUCTION ADVANTAGES: 


nkshaft extension—no lubrication required. 


On engine cra’ - 
commutator, slip ring 


Makes accessible brush rigging, 


and fan 


@) Armature Mounting 
@) Removable Cover 


©) Brush Rigg" 


©) Field Frame 
© Field Poles 


(F) Field Coils 
D-C Brushholder 


© Bracket 
(H) Armature 


@ Commutator 
GQ) Collector Rings 


® 


e ’ 
Mounted in one position no adjustment nec ssary 


Welded steel tubing 


Laminated steel, removable 


Heavily insulated, taped and impregnated. 


Punched steel, cadmium plated 
g; DC units, heavy single 


din. 
AC-DC units, double wind a — ae ae 


winding; all windings thoroug 
and baked 

Hard drawn copper bars, mica 
polished 


insulated, machined and 


Extra-heavy copper, molded in bakelite 


A-C Brushholder 


-cast, adjustable, mounted on steel pin. 
Bracket 


Die 


d to 300 to 1000 watts For larger power 


ne abe er advanced design—Wnite for details. 


plants to 1SKVA capacity wt 


° 
A lightweight highly dependable, economical source of power 
’ 


hting of homes boats, farms, trailers and camps, for the 
gntt ’ 


yest stems, and small appliances. 


operation of radios, public address sy 
nning now for the future. Your post-war 


h PINCOR gasoline-driven 
s. We invite your 


Alert dealers are pla , 
e increased wit 


b 
sales and profit can 
pumps and power plant 


power lawn mowers, 


inquiries—write today. 





PIONEER 
GEN-E-MOTOR 


5841-47 W. DICKENS AVE. 
CHICAGO 39, ILLINOIS 
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each covering two lectures of an hour’s 
duration. 

Program committees from each of 
the cooperating industries made sug- 
gestions as to subject matter of the 
course and helped to arrange for speak- 
ers in their own fields. In every case 
it was specified that the speaker should 
represent his industry, rather than his 
particular company. In general, the 
program was divided into four periods; 
each devoted to one of the following 
subjects: 

1. Approach to planning a home. 

2. Development of the plan. 


3. Equipment and construction materials. 
4. Adjusting desires to dollars. 


The electrical subject matter was not 
set off under a particular classification, 
but was brought in at several points 
in the over-all program. Electrical 
inspection and rules for safe construc- 
tion were presented in the Pomona 
course by city building and electrical 
inspector Melville G. Riddle, who talked 
on the value of building and electrical 
regulations and their importance in 
safeguarding the home. 

Later A. B. Smedley, formerly of 
Anaconda Wire & Cable Co., now with 
Lockheed, presented the adequate wir- 
ing story in a simple and dramatic way. 
Lighting, both interior and exterior, 
was presented by R. A. Buckley of the 
General Electric Lamp department and 
by F. B. Nightingale, specialist in gar- 
den lighting. Finally the subject of 
kitchen equipment will be taken up by a 
specialist in that field when the time 
comes for considering “equipment”. 


Preliminary Meeting 


To bring together all interested 
groups who should be associated with 
such a program in order to enlist their 
support, one or two general meetings 
were held before the actual starting of 
the course. To these sessions each of 
the potential sponsoring organizations 
was asked to bring interested members 
and to invite others in their own or 
related industries. The group thus 
brought together included architects, 
building contractors, flooring, painting, 
cabinet making, title, real estate, red- 
wood, roofing, savings and loan, plas- 
terers, electrical contractors, paint, 
varnish and lacquer, plumbers, metal 
trades, metal lath, cement, clay prod- 
ucts, nurserymen, retail hardware, 
lumber, banks, brick, tile and glass 
associations, bureaus or institutes as 
well as other utilities. 

There had been little doubt as to 
the interest of the public in such a 
project even during the war period, 
but the enrollment of 350 surprised 
everyone. The school auditorium which 
had been chosen for the lectures was 
crowded to overflowing. It became 
evident that the forecast of a building 
boom following the war has not been 
exaggerated. The public, earning 
money today which they are not per- 
mitted to spend, are obviously looking 
forward to building after the war and 
are sufficiently interested to be willing 
to give up two hours weekly for 17 
weeks to learn the basic facts about 





home construction. Attendance at s: 
sequent lectures has been good and in- 
terest keen. 


The Pomona plan lends itself to 
expansion. Mr. Rice estimates that 
there will be about 50,000 homes built 
in the territory served by’ the South- 
ern California Edison Co. within the 
five years which follow the war, a 
majority of them under $6,000 in price. 
The homes of a more expensive type 
will come under the guidance of archi- 
tects, but if the builders of these sim- 
pler homes can be taught in advance 
the importance of adequate wiring, the 
electrical industry will have built jor 
itself a large potential market for the 
future. The effect will be cumulative, 
affecting not only the homes of those 
taking the course, but building up a 
body of public opinion which will in- 
fluence speculative builders to adopt 
higher standards of electrification in 
order to meet the demand. 

The movement is now well estab- 
lished under the wing of a number 
of organizations representing various 
home building industries, with the Pa- 
cific Coast Electrical Association cov- 
ering the interests of the electrical 
group. The central speakers’ com- 
mittee is staffed by Walter Hagedohm, 
public relations chairman of the State 
Association of California Architects; 
Neill Davis, executive vice president 
of the Building and Loan League and 
V. W. Hartley, managing director of 
the P.C.E.A. The plan has been er- 
dorsed by E. M. Evans, chief of the 
division of adult and continuation edu- 
cation of the State of California, wh 
has issued two bulletins to schools in 
the state, publicizing the activity. |: 
practice the local institutes are held 
under the auspices of the public schools 
of the community in question. 

There are now programs in progress 
at Fullerton, Santa Ana, Anaheim and 
Santa Barbara and plans are under . 
way for one at Inglewood. Five Home 
Planners’ Institutes are serving the 
various residence sections of Los Ange- 
les. Since publicity has been given 
the movement, inquiries have begun t 
come in from elsewhere, several from 
eastern communities and one from as 
far away as London. 


Wieboldt Has Fix-It Shop 


EW wrinkle in repairs are the 

fix-it shops in the six Chi- 
cago Wieboldt department stores. 
Set up like a department they accept 
alarm clocks, irons, toasters, fans, 
waffle irons, fountain pens, purses, 
luggage, lawn mowers, radios, cam- 
eras, fishing tackle, refrigerators, 
ranges, sewing machines, washers, 
zippers, umbrellas, for repair. ‘lhe 
department also makes rubber 
stamps for customers. 

Orders taken are dispersed to va- 
rious agencies that perform thes¢ 
specialized types of repair, returned 
and cleared to the customer. 


< 
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Mr. Miller 
— has a job 
for his wife's 









July 
Companion 
















H.- borrowed it to use in his store... customers, better mothers, smarter house- 
many an issue works there. wives. So why shouldn’t it help a dealer 

The Companion right now is selling for serve these same informed women? It does 
him — he’s checking with his customer to help. Mr. Miller gets plenty of business 


make sure she has everything the Com- advice from this woman’s magazine. 
p panion advised her to get — let’s say for a That’s why the Companion is useful to so 
¢ certain recipe — or a do-it-yourself beauty many women in so many ways. And that’s 


treatment. Or it might be a hundred and exactly why the Companion is so usable to 
i one other things. you dealers. You sell to women, don’t you? 
- Mr. Miller is using his head. He knows itiiaiein ene 
s that thousands of women rely on the €; QO M P ‘ XN IO \ 
ef Companion’s expert, interested advice about L 4 
THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 


buying. It helps make them more alert WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 











FIGHTING CHAMPION O F HONEST BUSINESS 
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There is no doubt that the sale of oil heating 
equipment will be a lucrative business after the war. 
The only questions to decide are: what type and what 
make to handle. We know that the majority of 
homes, both new and old, will be heated with less 
than three quarts of oil per hour (figure 35,000 BTU 
input per quart)—and that home owners will demand 
automatic oil heat. 

You know that this demand cannot be met by pres- 
sure type oil-burning equipment, which is not satis- 
factory in such small capacities. Therefore, the biggest 
volume of postwar sales will be in the vaporizing type 


oil burning units... AND in this type equipment... 


H. C. Little 
laado tue fidd| 


With the Only Automatic Vaporizing Type 
Oil Burner Employing Electric Ignition 














In fact, H. C. Little dealers will be the only heat- 
ing equipment dealers in America who can meet the 
postwar demand with factory assembled units which 
combine fully automatic operation, electric ignition, 
thermostatic control and vaporizing burners. These 
units include oil-burning floor furnaces, wall furnaces, 
circulating heaters and hot water heaters—a complete 
range of sizes and types of automatic oil heat especi- 


ally designed for small homes. 






YJ WRITE FOR THE FREE 
BOOKLET—Ger a copy of 
“How to Get Real Profits 
in Postwar Heating”. Find 
out how we can go after 


that postwar market 








SAN RAF AEL, 


: together. 
Branches in Princt 








| under these conditions. 


Dealer of the Future 





less of discriminatory price and more 
satisfactory customer service, especially 
in the war emergency period. (3) The 
utility has achieved higher average 
annual KWH usage per customer. (4) 
The customer is buying his KWH at 
decreasing costs and receiving more 
dependable service. (5) There are 
more successful contractors and dealers 
These results 
can not be matched where a lesser de- 
gree of cooperation between 
utilities. and the local contractors and 
dealers, 

We believe 


exists 


the following points 


| should be observed by those utilities 





who plan to continue merchandising 
operations. 


(a) Sell actively only those items which 
need promotion for increased con- 
sumer acceptance, such as electric 
water heaters, ranges and newer ap- 
pliances of major importance. 
Leave the bulk of traffic appliances, 
lighting equipment and lamps to the 
dealers; utilities stocking and selling 
lamp bulbs, etc., as customer ac- 
cordhedation only. 

Offeg. nd ¢ombination deals, nor ap- 
plianess an.an installed basis, at 
any pri¢esoor terms which dealers 
cannot match on a basis of sound 
merchandising. 

Do not pay sales commissions great- 
ly in excess of those offered by re- 
sponsible dealers, so that dealers 
will have equal opportunity to em- 
ploy and retain competent sales- 
men. 

Do not allow salesmen or other per- 
sonnel to make representations that 
the company has a monopoly on 
“approved” appliances or that only 
by buying from the company can 
they be assured of service. 

(f) Do not allow salesmen to make 
trade-ins or concessions which are 
not common practice nor sanctioned 
as company policy. 

Do not initiate any merchandising 
programs which are unacceptable 
for economic reasons to dealers or 
distributors. 


(b 


— 


(<) 


(d 


~— 


(9) 


We believe that dealers in general, 
especially those who are members of 


| their respective trade associations, will 


| chandising promotions or 


respond generously to cooperative mer- 
programs 


= . sa 





The Electrical Appliance 


CONTINUED FROM PAGE |9 





which are sound and which will con- 
tribute to the successful operation of 
the utility and to the dealers business, 
All successful merchandising opera- 
tions should of course be predicated on 
public interest and added values to the 
consumer. 


Trade Diversion 


Minnesota has joined a growing list 
of States having the so-called Trade 
Diversion Laws which prohibit under 
specified conditions wholesale buying 
and selling of merchandise not pur- 
chased for resale. Two Minnesota 
Laws prohibit the following practices: 


1. Purchase and sale of goods, wares or 
merchandise, by or through any state, 
county, municipal or other govern- 
mental unit or agency, for the per- 
sonal use of any officer or employee 
of such units or agencies. 

2. Buying and selling of goods, wares or 
merchandise which are not produced 
or regularly handled by industrials, 
institutions or commercial accounts 
for the personal use of officers, em- 
ployees or other persons. This law de- 
fines wholesale and retail trade, and 
makes limited exceptions for goods 
purchased for business use, or health 
and safety equipment furnished to 
employees. 

These laws have already exercised 
a wholesome effect and there is every 
reason to believe that continued observ- 
ance of these laws will eliminate or 
greatly reduce trade evils and benefit 
the economy of the State. We com- 
mend these laws for careful study and 
observation because they can and will 
solve otherwise serious problems in dis- 
tribution of electrical appliances. 


Fair Trade Laws 


Application of Fair Trade Contracts 
to numerous electrical appliances and 
other goods have proved to be uni- 
versally successful in eliminating un- 
economic price cutting and have re- 
sulted in greater assurance of value 
and service to the consumer. The fair 
trade laws have contributed much to 
the economic stabilization of the appli- 
ance business and can do much more 
along that line in the future. 


—— 
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“I'M HAVING THE DOOR MADE WIDER FOR THE POST-WAR BUYING RUSH!" 
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e Step ahead with WHITING! See profitable selling action 
nd right now with this nationally famous stoker and build 
. with the ever-growing opportunities! To help conserve 
to manpower and fuel—government rulings on stokers are being 


continuously modified, making the stoker sales picture 
-d brighter and brighter for you. RIGHT TODAY, all users 
ry of 25, or more, tons of coal annually are eligible for 
stokers—a potential market of over 4 million! Larger resi- 
dences, 2 and 3 family flats, apartments, hospitals, office 


me buildings, churches, theatres, clubs, schools, hotels, i, 
id garages, factories, restaurants . . . ready-to-buy prospects CF 
I like these exist right in your own local territory. They're Pek 
ready and waiting to hear your WHITING story! 4 WHITING Stokers are available now in all 


Write to WHITING today for complete details! See how 4 £3 seas withia PS aR e 
WHITING will belp you to get more of these sales, quicker! Ps > in present limitations! Immediate 









|. delivery! Designed by a company with = 
Py _ 59 years of combustion engineering ex- a 
, perience—a company that has pioneered 3 









‘ more efficient stoker improvements than 


any other stoker manufacturer. You can : 
sell WHITING with confidence! 








WHITING IN THE 
POSTWAR PICTURE! 


WHITING is planning and building for your 
future! Developments are now under way at the 
WHITING Stoker plant to get ready for the new 
complete line of WHITING Domestic units! Work 
with WHITING today and be among the first to get 
delivery when the new domestic line is announced! 


WHITING STOKER COMPANY 


4711-21 W. NORTH AVENUE « CHICAGO 39, ILLINOIS 
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... key to customer acceptance 


EVER sINcE electric door chimes were first introduced to 
the nation, Rittenhouse has recognized that smart styling 
must always be an essential factor in building and holding 


customer-preference. 


It is natural, therefore, that Rittenhouse Chimes 
should consistently excel in this predominant character- 
istic of highest quality merchandise—a distinguishing 
mark of superiority immediately apparent to trade and 


public alike. 


(As we plan the post-war Rittenhouse line, we zealously 
safeguard this tradition. From among the topmost prod- 
uct designers in the country, we selected that one whose 
name and achievements rightly enjoy national preemi- 
nence. Sparkling new models, brilliantly styled by this 
recognized design authority, are now ready for produc- 
tion when the facilities of Rittenhouse are no longer re- 


quired by the Armed Forces. 


(gain we say, the better door chimes of the future will 
be Rittenhouse-made. For that warranty of supreme satis- 
faction which has always been closely associated with the 
name “RITTENHOUSE”, plan now with us for a highly 


successful and profitable post-war business. 


THE A. E. RITTENHOUSE COMPANY, INC. 
Honeoye Falls, New York 


MENOUIE 


DOOR CHIMES 
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Way To Tap 
Farm Market 


CONTINUED FROM PAGE 52 comms | 
Portable tree sprayer. 


Equipment for dehydrating tobacco barn. 

Vacuum cleaner for poultry houses. 

Hoist suitable for stationary and portable 
applications for handling bags, bales, 
assisting with butchering and repair 
machinery. 

Solar-electric greenhouse. 

Grain drier. 

Soil sterilizer from electric discharge. 

Small blancher to be used for fruits and 
vegetables before freezing or dehy- 
drating. 

Scraper for barns and poultry houses. 


Indeed, 
naires 


analysis of 176 question-| 
revealed that even existing 
equipment sold in big scale quantities 
does not fill all needs. The following 
shows how opinion stacks up on this: 


Needs 
slight Should 
Modifi- be New 
cation design Total 
Refrigeration 24 24 48 
Brooders ...... 20 9 29 
Feed grinders.. 16 10 26 
Water heaters 16 10 26 CO 
Barn ventilation. 9 8 17 
Stock tank heat- } 
itkedseds., 5 i 16 | 
Elevators (al! 
typesoffarms) 4 12 16 
Barn cleaners. 2 it 13 
Milking machine 7 5 12 
Water systems. s 3 7 
Farm motors.... 3 3 6 | 
Cream separa- 
WE cutcuenc . e | 





' practical 


3 McGRAW-HILL 
BOOKS 
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work with 
ELECTRONIC 
EQUIPMENT 


@ INDUSTRIAL 
ELECTRONIC CONTROL 


A Guide to the Understanding of Electronic 
Control Circuits for Industrial Use 


By W. D. COCKRELL 
Industrial Engineering Divisions, General Electric 
Co., 247 pages, $2.50. 


This is the first book written especially for the practical! 
electrical man in industry who desires a basic working 
knowledge of electronic control. Here are the facts you 
need for selling, installing, and servicing electronic 
control equipment. In a direct, non-mathematical 
treatment, the book describes the various types of 
electron tubes and their construction—gives you basic 
circuit components—classifies the basic electronic cir- 
cults and describes the necessary parts, the operation, 
and the common applications of each—and shows you 
how to analyze a complicated circuit and break it down 
into its component parts, giving standard commercial 
devices as illustrations. Here, clearly explained and 
illustrated, is the information needed by the engineer 
for quick understanding of the special aspects of this 
new and rapidly growing field. 


@ A PRIMER OF ELECTRONICS 


By DON P. CAVERLY 
c cial Engi , Sylvania Electric Products, 
Inc., 235 pages, $2.00. 


Here is an especially clear, basic explanation of elec- 








| tronics and electronic tubes and circuits for all con- 


Even with standard equipment there 
is a need for a lot of specialized fea- 
tures which the dealer can construct. | 


For example, churns can be sold with | 
an automatic cutoff. There is a need 
for electrically operated sprayers for 
house, barn and garden. An ensilage | 
cutter is needed to operate with a 3 to| 
5 hp. motor. Portable farm radio, two- 
way house to field, is important. Barn 
ventilation needs attention. The trade | 
needs small sized milking machines 
particularly for 4 to 6 cows. A small 
table model cream separator will sell, 
handling 10 gallons an hour. A tool 
grinder is needed with attachments for 
holding various tools and sickle bars. 
The farm trade needs a garden tractor, 
possibly an electrical one. 

Down on route 1 at Newport, Minn., 
H. H. Schuessler is setting an example 
of what C, P. Wagner thinks is the 
shape of things to come. 

Mr. Schuessler has moved his wood- 
working shop to the farm. There he 
is producing knocked down brooders, 
and the wooden housing for various 
types of electrical apparatus. Farmers 
in that community can buy something 
special for farming needs of the region, 
put together correctly from an elec-| 
trical standpoint, and at a cost that is 
in line. 

In Eau Claire, Wis., Harry Newman 
echoes this opinion that the farm field 
is full of specialized jobs that a local 
electrician can solve, which will give 
him both kudos and pelf. It is a good 
way to sidestep big league competition, 
to drive a wedge into the fast growing 
farm market, and to win a place on the 
rural map, 


| electromagnetic 





JUNE, 


cerned with the manufacture, application, or operation 
of household or industrial electronic devices. The book 
begins with the atom, the electron, and static and 
electron discharges and takes the reader step by step 
through explanation of electric current, magnetism, and 
radiation, to an understanding of 
simple radio tubes, fluorescent lamps, cathode ray 
tubes, ignitron, thyratron, and other tubes and their 
basic connections for practical purposes. The material 
which has grown out of the widely-known series of 
articles in the Wholesaler’s Salesman will give any 
electrical worker or salesman of electrical supplies the 
essential background in electronics which he will need 
increasingly on his job. 


@ ELECTRONIC CONTROL 
OF RESISTANCE WELDING 


By GEORGE M. CHUTE 
Application Engineer, General Electric Company, 
ot Detroit. 389 pages, $4.00. 


Here is an unusually simple and practical manual, 
fully explaining the tubes and circuits used to control 
resistance welders in industrial plants, for the aid of 
men who work with and maintain these controls. From 
it, the man with no previous training in electronics can 
gain a sound knowledge of tubes and circuits and their 
application in all varieties of control devices, including 
synchronous timers and stored energy controls. In addi- 
tion the book gives valuable information on voltages for 
welding, instruments for checking controls, trouble- 
shooting, and other factors of the use and care of 
electronic controls for good results in welding. How 
the tubes work, power requirements, the factors of good 
welding involved, installation and maintenance of the 
devices—everything is covered to give the reader the 
ability to get the most in long life and efficient service 
from these equipments. 


Mail this McGraw-Hill Coupon Now! 





McGraw-Hill Book Co., Inc., 

330 W. 42nd St., New York 18, N. Y. 
Send me the books checked below for 10 days’ ex- 
amination on approval. In 10 days I will pay for 
the books, plus few cents postage, or return them 
postpaid. (Postage paid on cash orders.) 


Oo a = nee Electronic Control, 


0 Caverly—A Primer of Electronics, $2.00 


© Chute—Electronic Control of Resistance 
Welding, $4.00 


City amG Biate. cc ccccccccccensccccccccceccccce 


Position 


Com: M. 6-44 
(Books sent on ar - in U. S. and Canadas 
only.) 
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THE COST OF 
lomorroa’s Peace 





Today peace-loving Americans are united with 
thirty-three other nations in a common objec- 
tive of destruction. 

Millions of our fine, young men and women 
find themselves invading foreign lands in order 
that their own shores may be spared, and their 
free way of life preserved. 

Their sacrifices will be great. Their job will be 
well done. 

But what of the job they will expect of us 
when they have finished theirs . . . the job of 
turning their hard-won victory into a lasting 
pattern of peace? 

Can we come up to their great expectation? 
We must realize that this is the last opportunity 
of our generation. We must do a better job of it 
than we did in the Twenties and the Thirties. 

We have our backs to the wall, and the scars 
of World War I and a thirteen-year depression 
still are upon us. The final test of our way of life 
is at hand! 

As we look over our shoulder into the imme- 
diate past, we see little to encourage us. But we 
also see much to make us pause. We see a tre- 
mendous fighting machine, created in a matter 
of months by the miraculous organization of our 
resources. 

We, the largest of the peace-loving nations, 
have overnight become masters at the business 
of waging war. Today, as a result of the coordina- 
tion of industry, labor, and government, we are 
producing for war alone as much as our total 
normal production for peace. 


a 7 * 


We have amply demonstrated our ability to 
harness the vast productive capacity we possess. 
Why cannot these resources, which we have or- 
ganized so efficiently for the destruction of life 
and property, be directed toward the destruc- 
tion of the causes of war? 

May not the patriotic and emotional strength 
and the unity of action which have been stimu- 
lated for the purpose of winning the war be 
directed, at least equally well, toward the attain- 
ment of world peace and international harmony? 

If they are not so directed, what lies ahead but 
another war? And how can America, in a world 
that is so rapidly shrinking in size,.avoid involve- 
ment in any of tomorrow’s conflicts? 

International peace is an ambitious dream and 
its price is high, but the price of war is even 
higher. Our world cannot long survive the peri- 
odic waste of its human and material resources. 


Our country can be the most potent single 
force in bringing about the international under- 
standing that leads to peace, in developing the 
unity that will make the most of the ample re- 
sources nature has provided everywhere. 


* * * 


There is no unity in selfishness. There can be 
no unity if any one of the great powers fails to 
do its part in determining and eliminating from 
the world the basic causes of aggression. 

These basic causes stem from greed and the 
suppression of opportunity for individual prog- 
ress; for self-preservation is the first law of 
nature. 

Mussolini's dramatic march on Rome in 1922 
was made possible by disillusioned veterans of 
World War I who could find no jobs and whose 
future held no promise. Some of Hitler’s most 
determined followers came from the same ranks. 

Men denied the opportunity to make a living, 
for themselves and for their children, are easy 
prey to false doctrines and dangerous “isms.” 

In any realistic appraisal of our domestic prob- 
lems — economic, labor, racial — it is clear that we 
can solve them, not by waiting until we reach 
some utopian accord, but by making a series of 
compromises. We do this because we know how 
discord can impair the very roots of private en- 
terprise, self-government, and self-discipline — 
the essentials of a dynamic democracy. 

Similarly, peaceful reconstruction of our world 
economy depends on the ability of nations to 
reconcile their differences in a series of working 
agreements. 

If we in the United States want lasting peace 
and if we want to preserve our democratic way 
of life, we must take over our full share of the 
task of initiating these compromise measures. 
Acknowledging our inescapable responsibility as 
the greatest economic and military power in the 
world, we must attempt to insure the free flow 
of world trade, and develop—with profit for both 
parties— backward areas abroad as well as at 
home. And we must do this by making all na- 
tions share the responsibility, not by allowing 
ourselves to be manoeuvered into being an inter- 
national Santa Claus. 

With our allies, we will have to see to it that 
the devastated portions of the world rehabilitate 
themselves as quickly as possible; that practi- 
cable and realistic trade and economic relations 
between nations are developed; and that the 
energies and productive capacities of these na- 
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tions are set free to function in a climate that is 
favorable to the growth of free enterprise and 
individual initiative. As the most powerful eco- 
nomic force on earth, we have the most to gain 
and the most to lose at the peace table; and we 
must never forget that with our power comes 
responsibility. 

We cannot hope to solve all of the problems 
of all nations —nor even all of our own—but our 
way can become the way for more of the world’s 
humanity. Our strength can become the guiding 
spirit of the smaller nations. 


os ok x 


In the development of a sound American 
foreign policy, let us take care not to attempt 
to control the destinies of other nations. Let us 
remember that we must set the example of self- 
determination of independent, free peoples. 

Freedom is essential to international peace; 
and free competition — whether it be between 
individuals, between businesses, or between na- 
tions — is the mainspring, the synchronizer, and 
the preserver of freedom. For competition al- 
ways is synonymous with private enterprise. 

We are not a covetous nation. We have no 
territorial ambitions. Our international commer- 
cial aspirations are dominated by the conviction 
that we have a great stake in world unity and 
world prosperity. We know that we can no 
longer live apart from other nations and that 
we cannot ignore the fundamental elements 
which affect the well-being of other countries. 

Our foreign policy must encompass a world 
of trade, and help develop it. 

We dare not blunder in the execution of that 
foreign policy if the American way of life is to 
survive. A democracy resolved upon isolation is 
doomed in the world of tomorrow. 

Let us resolve that out of this devastating 
catastrophe we shall emerge with fuller under- 
standing and greater determination to build the 
kind of world which can materialize only if this 
country has the vision and the will to see it 
through. 

We still are free to decide our own fate — still 
free to shape our own future. We still are free to 
preserve the liberty and happiness that has made 
our country the hope of the world. 





President, McGraw-Hill Publishing Company, Inc. 
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\ idvertisin 
and promot urposes 
Mr N i\ ¢ Is t i ‘ 
standard guara varranty policy 
14 
shou ice e f ving funda 
mental 


1. The guarantee 
complete original 
including 
factured by 

2. The pur 
tee Or warranty 
against faulty 
material for a 
normal us¢ 

3. The 


uniform and for 12 


should apply to the 
appliance and acces- 
parts that may be manu- 
other companies 

pose of an appliance guaran- 
should be to insure 
manufacture, or defects in 
onservative period under 


sories, 


period of guarantee should be 


months only from date 


of installation major appliances, or 
from date of sale to the ultimate customer 
in the case of traffic or small appliances 
and accessories 

4. Should it be necessary to replace a 


defective part on a new appliance within 
the first year guarantee period, this should 
not extend the guarantee on the appli- 
ance or any part thereof beyond the initial 
12 months 


5. Enamel surfaces or finish and wire 
cords should not be guaranteed; however, 
it is understood the appliance manufac- 
turer will be responsible for such being 
free from factory defects at the time they 
are received from the manufacturer. Any 





damage caused by “carrier” is the re- 
sponsibility of the carrier in all cases. Al- 
though the standard one-year guarantee 


form should state that enamel 
finish are not guaranteed, should the en- 
ame! or finsh chip off or “craze” after in- 
individual case should be 
its merits—and providing 
there is a proven defect in manufacture or 
design, the manufacturer 
defective parts without charge for such 


surfaces and 
stallation, eacl 
considered on 


shoul 1 replace 


parts. The manufacturer’s responsibility 
to this extent should be stated as a part 
of his general guarantee policy in his ap- 


liance parts catalog and should be on 
record with each seller. 

6. The appliance manufacturer should 
function through the local agent or dis- 
tributor, if any, in fulfilling guarantee 
commitments, regardless of whether the 


servicing work is handled by the seller 
or a recognized servicing dealer 
7. The manufacturer’s standard first- 


year appliance guarantee should stipulate 
that parts proven defective under guaran- 
tee will be replaced or repaired at no cost 
for such parts, but charges for servicing 
work necessary to make replacements for 
the ultimate customer will be subject to 
arrangement with the seller. However, if 
the manufacturer’s arrangement with the 
seller provides for a definite servicing re- 
sponsibility 


then the guarantee form is- 
sued to the ultimate customer should 
specifically state that service under the 


guarantee will be without charge 

It is preferable to use proven quality 
features 
wherever than “ex- 
tended protection plans”, 
says Mr. Naylor, pointing out that the 
time has perhaps come when service 


and performance records 


rather 


“14 
poss! 1e, 


service or 


guarantees as sales 


longer necessary 


arguments are no 
Where 
used, such plans should observe the 
following restrictions: 

1. Extended service and protection 
plans should have separate identity from 
the standard first year guarantee and 
should, therefore, omit entirely any use 
of the words “guarantee” or “warranty” 
to avoid misunderstandings and abusive 


practices 

2. The “extended service or protection 
plan” should definitely state that it ap- 
fic parts and not the 


or desirable 


only to specifi 
entire appliance 

3. The conditions of the “extended serv- 
ice or protection plan” should be clearly 
defined in a certificate issued to the cus- 
tomer and recorded with the dealer, 


plies 


dis- 


tributor or manufacturer at the time of 
This certificate should state whether 


sale 


P.C.E.A. Conferences 





CONTINUED FROM PAGE 56 








APPLIANCE DISTRIBUTION © 


ORIN OW 


} Mn OP CTU RE 
} } 
| i 
* 
taé ? ° 
{ at: Tee tedin 4 
ver 
mim 2 ee mak 


Bert Reynolds, Pacific Gas & Electric Co., discusses post-war appliance distribution 
with the aid of a chart before one of the PCEA sessions. 


there will be any charge for servicing or 
installation and transportation costs for 
parts covered by plan. 

4. Responsibility for extended service 
or protection plans should be solely that 
of the appliance manufacturer; however, 
fulfillment of the plan should be arranged 
for with distributors and dealers by an 
agreement covering charges and other 
osts that may be incurred. 


Mr. 


mended that each appliance manutfac- 


In conclusion, Naylor recom- 
turer should provide a parts service and 
price catalog to facilitate service main- 

work. This should include a 
statement of the complete guarantee 


tenance 


policy for parts as well as new appli- 
ances, and thus safeguard against mis- 
understandings or abusive practices. 


Problems of Future Appliance 
Distribution 


Problems of future appliance distri- 
bution were discussed at the San Fran- 
cisco meeting by 3ert Reynolds of the 
Pacific Gas & Electric Company and 
in the south by M. G. Sues, vice presi- 
dent of Leo J. Meyberg Company. 

Mr. Reynolds presented a diagram 
of present distribution channels, point- 
ing out that changes may come, both 
in the percentage of business done by 
chain stores and also in the role to be 
played by the “merchant builder”, who 
may purchase appliances for the homes 
he builds direct from the wholesaler 
or even manufacturer, including their 
financing with that of the home. Under 
FHA terms, this would mean a very 
small payment, with about 25 
years to cover the remainder. 

The factor which most favors the in- 
dependent manufacturer and the inde- 
pendent dealer is the pride which the 
customer has in the possession of brand 
merchandise, but it is obvious that the 
difference in price must not be too 
great as compared to chain store 
these are of comparable 
quality. Mr. Reynolds predicts a 
prompt return to long term buying 
after the war with the encouragement 
of the government, which will not wish 
bonds to be cashed in too promptly be- 
cause of the burden on the Treasury. 


down 


models, if 





He referred to the studies of probable 
population increases made by the Pa- 
cific Gas & Electric Company for each 
of its 65 trading areas, taking into con- 
sideration the probable movement of 
war workers, return of soldiers, 
Japanese and other inhabitants, and 
other factors. These form the basis for 
market predictions. 

M. G. Sues, vice president of the 
Leo J. Meyberg Company in Los 
Angeles, also started with a chart of 
distribution. He pointed out that on 
the surface the direct-from-manufac- 
turer-to-consumer selling method seems 
to be the cheapest, but that this is not 
usually so in practice. The vacuum 
cleaner business was once on this basis 
when it was sold door to door, but 
when it began to be distributed through 
regular channels, prices promptly went 
down. House to house distribution 
may in fact involve the highest cost. 
\s between factory branches and in- 
dependent wholesalers, the advantage 
of low cost is usually in favor of the 
wholesaler because he spreads his ex- 
penses over a number of lines. How- 
ever, most manufacturers maintain a 
certain percentage of factory branches, 
first, as testing and proving grounds 
and,. second, in locations where the 
local distributor is not satisfactory to 
them. 

Chain stores have played an im- 
portant part in the distribution picture 
in past years and there is no doubt that 
they plan to extend their efforts after 
the war and that new chains will come 
into being. They are well suited as an 
outlet for handling certain types of 
products and for the manufacturer who 
is not properly capitalized and cannot 
afford to set up his own distribution 
organization. This type of distribution 
relieves him of selling, advertising, 
and risks and responsibility of building 
acceptance for his product. The chain 
store, on the other hand, does not offer 
complete coverage for any given trad- 
ing area, but since it is usually located 
in a good trading district, it does offer 
an attractive channel of distribution 


for the manufacturer who wishes to 


confine his efforts purely to the produc. 
tion end of the business. 

The independent distributor plays an 
important role in covering his district 
thoroughly with mass advertising and 
promotion. For him, as for the inde- 
pendent manufacturer, the independent 
dealer is essential, representing the 
place where the product is exposed to 
the ultimate purchaser. Each type of 
distribution has its role to play—and 
the dealer need not fear that he has 
been superseded. All are counting on 
him heavily. 

Chain stores did 25 per cent of the 
refrigerator business in 1939, at which 
time there. was sometimes a gap of as 
much as $60 in prices between compar- 
able models. At that time the Kelvinator 
Company, followed by other manufac- 
turers decided to cut down the number 
of models manufactured and to con- 
centrate on two sizes. This enabled 
them to reduce the price, at the same 
time curtailing discounts. Distributors 
and dealers complained, but the volume 
of sales increased. By 1941 the propor- 
tion of refrigerator sales handled by 
the chain stores had dropped to 17 per 
cent. 

No reduction in margins is to be ex- 
pected in the case of several refrigera- 
tor companies who have indicated that 
their policy in this respect will not be 
changed, all water having been taken 
out in 1941. Manufacturers are watch- 
ing conditions in all channels of dis- 
tribution and if they find themselves out 
of line may do something. Experience 
in 1940-41 showed that an increased 
volume could carry a lower margin. 
Department stores, in particular, who 
would not be undersold by chains, 
found that by eliminating worthless 
trade-ins, getting full list price and 
reducing markdowns, they were able to 
show a profit on reduced margins. 

The human element in the end is 
what makes for success. Many luxuries 
have had to be abandoned and others 
will have to go before we are through, 
but as in the past, the challenge can 
be met. 

Last on the program at both meet- 
ings was the presentation of “Lighting 
Tools for Tomorrow’s Jobs” as demon- 
strated by S. B. Hibben, director of 
applied lighting of the Westinghouse 
Electric & Mfg. Company. 


New Officers 


At the annual meeting held in San 
Francisco, Hance H. Cleland, presi- 
dent of the San Diego Gas & Electric 
Company, was elected president for the 
coming year. Other directors elected 
were: I, W. Borda, Okonite Company, 
San Francisco; H. H. Courtright, 
Valley Electrical Supply Company, 
Fresno; P. M. Downing, Pacific Gas 
& Electric Company, San Francisco; 
Charles Grunsky, Coast Counties Gas 
& Electric Company, Santa Cruz; 
Harry L. Harper, Graybar Electric 
Company, Los Angeles; A. G. Jones, 
General Electric Company, San Fran- 
cisco; M. G. Sues, Leo J. Meyberg 
Company, Los Angeles; W. G. Will- 
son, Westinghouse Electric & Mfg. 
Company, Los Angeles. 
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Hoover Co. as an authorized fattory 
branch service-‘station, he repairs ‘all 
types of smalfer appliances, net. even 
drawing the line on majéf housthald 
appliances. He is not, howevet; ‘par- 
ticularly active in the latter field** 

Each week, Bender clears about 30 
Hoover cleaners through the shop, giv- 
ing many of them a complete rebuild 
job. A goodly assortment of all re- 
placement parts for these cleaners is 
stocked in a 6x6 cabinet. 


Operating Methods 


As for Bender’s operational program, 
now rolling along fast enough to keep 
him on his toes at all times, here are 
some brief slants on it: 

A map of the territory has been ruled 
off into sections. A phone girl, work- 
ing part time, makes about eight en- 
gagements a day for him at the homes 
if Hoover cleaner owners. She is par- 
ticularly careful to arrange these ap- 
pointments so that they all fall within 
one section, reducing driving mileage 
toa minimum. 

With the way thus neatly cleared by 
a pleasant introductory sales talk de- 
livered by the phone girl, Bender then 
opens forty-odd receptive home doors 
a week. Service bulletins periodically 
mailed to cleaner owners further boost 
the traffic in home calls. 

The service of use in 
stores, hotels, réstaurants and other 
business establishments is handled on 
acontract basis. Check visits are made 
monthly or semi-monthly, according to 
the terms of the plan put in force. 
Minor repairs are fixed on the spot, all 
others making the usual trip to his shop 
for a thorough overhaul. Contract 
maintenance service of this type, he 
finds, pays steady dividends. 


cleaners in 


Approaches to “Appliance Repair 
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Bender employs one other part-time 
helper, a man who puts in an average 
of six hours a week, usually at night. 
After first clearing the desk of the 
week’s book and paper work required 
by this operation, the latter usually has 
a couple of hours left over for shop 
work. 

Expansion of the business sufficient- 
ly to support a full-time assistant cap- 
able of handling home, contract and 
shop phases of the operation right along 
with Bender, would be an easy matter. 
As is usual in these days, however, his 
greatest problem would be to line up 
the right man. On that score, he says: 

“The type of man I want, one with 
years of appliance repair experience, 
already has a good position. Under 
the circumstances, I hardly can ap- 
proach him. It will have to be the 
other way around. But if I do happen 
to connect, it won’t take long for me 
to start delivering more than enough 
business to keep us both on the jump.” 

Originally a machinist and tool mak- 
er by trade, Bender was employed by 
the city utility company for nearly a 
decade before stepping out on his own, 
less than a year ago. 


Post-War Plans 


So far as post-war plans are con- 
cerned, right now he is marking time. 
3ut he has clear-cut objectives in view. 

“First, I’m going to listen to the 
manufacturer of this vacuum cleaner. 
If this company originates a sound 
plan which will take good care of me, 
that’s where I'll be. Otherwise, me for 
a little store around the corner with a 
full line of electrical appliances.” 

“Ever meet an appliance repairman 
who didn’t hanker to get into the sell- 


ing game? he asked. 





SECOND ANNIVERSARY—Ada 
Ralph Neumuller, Electrical and Gas Assn., and Alice Wilhelm of John Wilhelm 
Electrical Contractors, congratulate Mary Riedel on the second anniversary of 


Proctor Electric Co.'s “All-Women Service Station." 


Bessie Swann, 





“Women's Home Companion," 


Proctor pioneered with women 


service operators and their New York service station is the only one in the country 


operated exclusively by women. 
been made in the past two years. 
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It has been estimated that over 9000 repairs have 
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Recognized QUALITY 


_ National ADVERTISING 








Generous PROFITS 


AT YOUR JOBBERS—NOW! 
HILL-SHAW CO., CHICAGO, ILL. | 
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DELIVERY ? 





R-48 key 


higher rating. 


and OB-5 standard duty 42”. 
on A-9 or higher rated orders. 





V-318 





SIGNAL PORTABLE ELECTRIC DRILLS 


OB-8 light duty %", OB-4 standard duty 
. . are obtainable 


RATING ?!' 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 





Telegraph and 


Wireless Keys 


V4" 


VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 
as follows: 10” through 16”. Send executed Form 
WPB-1319 (formerly PD-556) to us. 18” through 
24"—AA-5 or higher rating. 


SIGNAL ELECTRIC MFG. CO., Menominee, Mich. 


Offices in all Principal Cities 


In addition to our government contracts for Wireless and 
Telegraph Instruments we have a factory stock of most all of 
these items for immediate shipment on orders with AA-5 or 















































































ELECTRICITY 


FOR ANY JOB-ANYWHERE 
















@ For a dependable source of electricity on 





projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
| More than half of the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 









Gasoline driven... ... Single unit, compact de- 
construction. ...... Suitable 


[ Qisaeve dy Sturdy 
_ for mobile, stationary or emergency service. 


















Over 65 models, ranging in sizes from 350 to 
35,000 watts, 50 to 800 cycles, 110 to 660 volts, 
A.C.—6 to 4000 volts, D.C.—Also 
dual A.C.-D.C. output types. 



















Descriptive literature sent 
promptly on request. 


mm DD. W. ONAN & SONS, 
Minneapolis 5, Minn. 
3228 Royalston Ave. 









































Listed as Standard by Underwriters 
Laboretories, Inc. 


PATENTED 


All e if | S “LOW PILOT" Oil Burner 


PROVIDES HITHERTO UNHEARD OF FUEL SAVING! 


This new Burner owes its remarkable fuel-saving economy to a spe- 
cially designed pilot light which permits fast, /ow-pilot-to-high-fre, 
burner operation in mild or changing weather. Fuel wastage in over- 
heating is reduced . . . stand-by fuel consumption is drastically cut. 
ALLEN is all set for quantity production of pot-type Heaters with 
this revolutionary new Burner, as soon as WPB gives the “go ahead” 
signal. Get in line now for the big sales and profits in the future. 
For details, write Dept. O. 
ALLEN MANUFACTURING COMPANY, Inc. 


NASHVILLE, TENNESSEE 
Steve Buitders 
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serial numbers and in most cases carry- 
ing manufacturer’s list prices, the pro- 
cesses involved are simple compared 
to the detail required to produce sim- 
ilar statistics with small articles. It 
is no wonder the average appliance 
dealer is content to stay in his chosen 
field. Large stores with department 
managers and buyers, stock clerks and 
warehousemen, and large office person- 





nel are equipped to cope with these 
problems and take them in their stride. 


The small retailer is at a decided dis- 


advantage in trying to match them in 
efficiency. This, in my opinion, was 


| my toughest problem. 


As explained earlier, every item was 
purchased for one of four departments. 
Our 
where to post the cost of each article. 


Our daily sales tickets were marked | 


by the bookkeeper to show where the 


sales were to be posted. But as the | 


number of items increased the memory 
of the bookkeeper was taxed to remem- 
ber the classification for each. For 
example, some articles could be in the 


juvenile department or the toy depart- | 
ment; likewise, some gift items could | 


be as readily placed in housewares. 
To clear up borderline cases reference 
to the original invoices was necessary. 
You can see the confusion that would 
result if a new bookkeeper had to take 
over. It was apparent something 
different would have to be done. 

We waited until inventory time at 
the end of the year to make any change 
and then put in the following system. 
So far we have found it practical. I 
can not say how it would appeal to 
others. 

We assigned to every article in the 
store a stock number and department 
classification. This information we 
put on 3x5 cards together with the 
supplier's name and manufacturer’s 
description, as well as its cost price 
and selling price. Space was provided 
to add later purchases and mark off 
sales. 
visible Kardex file. 
show the department and stock number 
of the article in addition to the price, 
and our sales tickets have a column 


to fill in the stock number and depart- 


ment of every article sold. 
We had receiving forms printed for 
checking in new shipments and as- 
signed all new articles subsequent 
numbers. That is why I know exactly 
how many items I have in each depart- 
ment. These receiving sheets show 
not only the stock number and depart- 
ment for each item and the quantity 
received, but the cost price and selling 
| price. From these receiving sheets 

new cards are made and placed in the 
| file. 
| We do not, however, total the actual 
costs of our daily sales and make daily 


entries of cost of sales as we did in | 


handling major appliances. Rather, 
at the end of each month we use the 
percentage mark-up applied in each 
department to arrive at the cost of 
sales for that department. This is not 
an accurate figure, but it is close 


invoices were marked to show | 


These cards were placed in a | 
Our price tags | 


Tue ease, time saving, and cer. 
| tainty of good results enjoyed in 
these crowded days by Everhot users 
will be valued just as much tomor- 
row. Everhot factories stand ready 
to start producing Everhots for them 
—and you—the same day that the 
authority to do so shall issue. The 
Swartzbaugh Mfg. Company, To- 
ledo, Ohio U.S. A. 


EVERHOT 
PRODUCTS 


ROASTERS..HEATERS.. APPLIANCES 


HEDGEMASTER 


ELECTRIC 
TRIMMER 


The Ur F 4, 
TRIMMER © on 
Dousit * 


Both blades move in opposite direc- 
tion—an exclusive HEDGEMASTER 
feature. Nothing to obstruct shrub- 
bery from entering the cutting 
blades nor to limit the size of stalk 
that may be admitted to them. 
No vibration — smooth operation, 
dependable performance and long 
life. Models for the home owner, 
and caretaker, landscape gardener, 
nurseryman, etc. Well balanced to 
fit the hand without wrist strain. 
May be used to trim hedges, shrub- 
bery, trees, grass, etc. Powered by 
Universal Motor for use on AC or 
DC current. Will cut heavy stalks 
without stalling motor. Model 7 
shown here has 7!/2" cut; overall 
length of handle 8%"; net weight 
3% \bs. All models reasonably 
priced. Available after the war. 


L. J. KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 
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” > . 
CORY leedership wos bvilt on @ quick, easy wey of 
brewing more delicrovs coffee, UNTOUCHED BY METAL 
— and on supplying o complete brewer, beautifully 
designed, ond byilt of QUALITY moteriats. 

Thot’s the kind of CORY is ing 
todey .. . os fast os we con get full quality materiols. 
Our ovtput is clotted to the rade on on equobie 
desis. YOUR GOOD WILL end PROFITS, olwoys, ore 
protected by CORY qvolity’ and price meintenonce. 





CORY Coffee Brewers 
are distributed exclu- 
sively through jobbers 
and sold in better stores. 
Prices are rigidly main- 
tained. The Cory line 
is never used as a cut 
price clearance item. 


CORY GLASS COFFEE 


BREWER CO. 
325 No. Wells St. Chicago 10, Ill. 

















Serwe the Extire USA 


WITH A COMPLETE MODERN LINE OF 
SPACE HEATERS 
USING ALL FUELS IN ALL PRICE BRACKETS 
Cole Hot Blast Space Heaters 
have National Consumer Accept- 
ance, Finest Construction, 
Patented and Special New Fea- 
tures, 
Cole Hot Blast Heaters are at- 
tactively priced to compete 
favorably with all heaters on the 
market today. Write now for cata- 
log illustrated in full colors. 


Manufacturers of 


GAS - OIL - COAL 
WOOD HEATERS 


GAS - OIL FIRED 
FLOOR FURNACES 





COLE HOT BLAST 
MANUFACTURING CO. 


1108 W. 51st Street, Chicago 32, Illinois 

















enough for practical purposes and can 
be adjusted when inventory is taken 
at the end of the year. 

To date we have not found this pro- 
cedure irksome and the plan is proving 
its worth in many ways. Reference 
to the cards discloses whether an item 
is showing satisfactory turnover, 
where to buy it, the amount to buy, 
the price we should pay, and whether 
to look for “sleepers” (articles that 
you think you are out of whereas they 
have been misplaced). 


Conclusion 





In spite of the problems incurred | 


in changing from one type of business 
to another, I have found the experi- 
ence intensely interesting—in fact the 


| most fascinating period of my business 


life. Furthermore, we have not lost 
our identity with our traditional lines 
as we have continued to operate a 
radio service department in the rear of 


the store and an appliance service 
business in a separate location. 
Frequently I have been asked 


whether it is my intention to maintain 
our present store lines in the post-war 
period. Frankly I don’t know and I 


hardly believe I am in position to make | 


a decision at this time. 
with these lines may not be the same 
when scarcity of many of the items is 
no longer a factor. Quotas assigned 
me on scarce items such as, enamel- 
ware, frying pans, galvanized pails and 
tubs, kitchen knives and tableware— 


| articles that have been avidly gobbled 
up by the public whenever they were 


on display in our windows—won’t 


| move so readily when stocks are plen- 





tiful in other stores. The question is 
—can a Satisfactory turnover be main- 
tained in competition with larger well 
stocked stores? The owner of this 
city’s largest department store recently 
told me he considered housewares the 
least productive of its departments. 

On the other hand, I know that store 
traffic is an important factor of busi- 
success and we have increased 
our store traffic many fold as compared 
to our prewar business, 

With the talk of shorter margins in 
appliances after the war and the com- 


ness 


Experience | 


petition in the appliance field that is | 
sure to come from many businesses | 


that have a high traffic factor, some 
attention to traffic building may be 
necessary for the appliance dealer who 
hopes to maintain his own competitive 
position in the community. 
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“WHICH ONE OF YOU HAS BEEN WEAR- 
ING MY OVERALLS?” 
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a life boat toward Sumatra following 
a ship torpedoing. 
A picture of effi- 


viding refreshing, sanitary, healthfully 
cooled water in the most easily “drink- 
able" manner, the OASIS Electric Water 
Cooler is backed by Ebco's years of 
pioneering and leadership in the water 
cooler field! 








new 


F wstometic pilot 


It wasn’t so long ago that planes were equipped with a 
part that was made to be broken—a shear-link that tore 
when the automatic pilot mechanism jammed. And replac 
ing that shear-link required time, tools and a stock of parts 
Today, the function of the shear-link has been taken over 
by the Sperti DISCONNECT which releases under pressure 
{nd it can be re-connected in a second, even by a creu 
man wearing heavy gloves. No Spare parts, no tools re 
quired Voreover the re-connection can be made haind re ds 
of times since the Sperti DISCONNECT lasts indefinitely 
Developed by the engineers of Sperti, Inc., the DISCON. 
NECT is but one in a series of advances made to hurry 
the day of victory and peace. 
Out of such ingenuity will come progressive improvements 
for the peacetime world, new applications for wartime 
discoveries, new products which will enlarge postwar op- 


portunities for appliance distributors and dealers. 
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Aerobell —Boss—Gainaday—Laundry Queen 
Sunnysuds——-Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 


We have a PARTS JOBBER near you 


Address on request. 


FRANTZ MANUFACTURING @& canton 6, ono 


ft 


~CHROMALOX RINGS 
and HEATFLO UNITS 
for Standards and All Makes of. Elect. 








WRINGER ROLLS 
THE WHITE 


“0 St a- 














Ranges. 
F. N. CUTHBERT CO., Distributors 
COST NO MORE Tolede 2, Obie 
SELL WITH 
CONFIDENCE SPECIALTIES 
LONGER LIFE Electric Mangle Roll Pads and Covers 
GUARANTEED Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers. Ohio 
Jobbers, Dealers Textile Specialty Co., W. 54th, Cleveland, O 





Salesmen Wanted 





NEW ADVERTISEMENTS 


Received by June 28 will appear in the July 
issue subject to space limitations. 








155 State St. Rochester 4, N. Y. 











ONE SOURCE OF SUPPLY 
— Boreas, Minneapolis |, Minn. 
. Main, Houston 2, Texas 
“Qeodrioh White Wringer Rolls 


for all makes 
WASHER & CLEANER PARTS 


This Where to Buy Section 
supplements other advertis- 
ing in this issue with these 
additional announcements of 
products and services essen- 
tial to efficient and econom- 
ical operation, maintenance 
and service. Make a habit of 
checking this page, each issue. 
Departmental Staff, Electrical 
Merchandising. 











Catalog of 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago, 22, Ill. 
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POSITION VACANT 


PRODUCTION ENGINEER. Familiar with 

jeveloping and manufacturing wiring de- 
vices. One capable of developing a complete 
line and taking full charge of post-war plan- 
ning. He should have knowledge of plastic 
molding, metal stamping, methods of assem- 
bling, etc. In answering this advertisement, 
please give complete details as to background 
and experience. Address M. A. Wachstein, Jr. 
(personal) Hatfield Wire and Cable Company, 
Hillside, New Jersey 








ARE YOU INTERESTED 
IN THE WESTERN MARKET? 


The most economical method for the 
manufacturer to develop this market is 
through a reliable and aggressive repre- 
sentative. Plan now for intensive post-war 
sales promotion in the western states. 
Write today for further information. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 











"REPRESENTATIVES AVAILABLE . 


WANTED—Well established concern, Jack- 

sonville, Florida, in wholesale distribution 
interested in post-war wholesale distribution 
of home appliances. RA-652, Electrical Mer- 
chandising, 330 W. 42nd St., New York 18, 
ie Be 














DISPLAYED RATE 


a oe Or ee @ T CT INDIVIDUAL SPACES with border rules tor 
edverti of advertisements. 
werk, Piniwom, Chaves 98.08. SEAR HLIGH S E ION Tine aavertiing. rate le $8.00 per inch for all ad- 
able in sian ot Wa'the ‘above ator pay (Classified Advertising) Ceatract as etd NCH So ae a 
S—Count as words. : : £ VERTISING I » 
DISCOUNT of 10m i Tull payment le made In empLoviicnt; “OPPORTUNITIES — ; MERGEANOISE ——iit"an' column —t sstumes—48 Toches 
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SALES MANAGER WANTED 


Old established manufacturer of nationally known major appliance has per- 
manent position for sales-manager with unlimited post-war opportunities. The 
company has established distributors throughout the United States and is seek- 
ing a man who has a record for creating merchandising and advertising pro- 
grams for sales through distributors to dealers. Ability to train and direct 
sales force and conduct training programs for distributors, essential. Give 
complete personal data and details of business experience to qualify for 
interview. 


SW-657, ELECTRICAL MERCHANDISING, 520 N. Michigan Ave., Chicago 11, Ill. 

















BUSINESS OPPORTUNITY 


WESTERN TERRITORY manager available. 
Twelve years branch manager and division 








. manager present company. Eight years 
branch manager and company representative 

OFFICE AND SHOWROOMS with previous company. Age 44, married, 
WESTERN MERCHANDISE MART character and ability references, bondable, 
can invest some capital if needed. BO-658 

1355 Market St- San Francisco 3, Calif. Electrical Merchandising, 68 Post Street, San 


Francisco 4, Calif. 





What is 
Your Problem 


Do you need competent men for your 
staff? Men to fill executive, sales or 
technical positions? 

Or are you one of the readers of ELEC- 
TRICAL MERCHANDISING seeking em- 


For Sale—CLOSEOUT! 
100—Black & Decker fan duty Motors, 
AC—DC—110-voli—3000-r-p-m. 


H. U. MANN 


540 Lake Shore Drive CHICAGO 























SPECIAL SERVICE 
Arthur Swanson and Associates ; : 
TECHNICAL TRANSLATIONS: from Rus- 


sian, other languages. Electricity, radio, 

| N D U S T ~ | A L D bE S | 6 N etc. Service for exporters: machinery cata- 
logues, manuals, guides, pamphiets, etc., 

EXECUTING PRODUCT DESIGNS translated into Russian. Graduate Russian 
FOR POST WAR MANUFACTURING and American University, employed large en- 
540 N. Michigan Ave. Chicago 11, 





gineering firm, long experience. SS-656, Elec- 
TH trical Merchandising, 330 W, 42nd St., New 
- York 18, N. Y. 
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rigpnent in ~ of these capacities? 

Or are you looking for—or offering—a 
business opportunity of special interest to 
men in the industry served by this pub- 
lication? 


Your inquiries to advertisers 
will have special value . 


une pubtisher, The solution of any of these problems 
ir mention this tion. Advertisers * can logically be found first among ofher 
ae Se Se ¢ & ae readers of ELECTRICAL MERCHANDIS- 


ING. You can get their attention—at 
small cost—through an advertisement in 
the Searchlight Section. 
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NEW MERCHANDISE 








TWITCHELL 
Frozen Food Packaging 


E. W. Twitchell Inc., Packaging Div., 788 

Public Ledger Bldg., Philadelphia 6, Pa. 
evice: Cartons, bags, paper, etc., 
made of right material to protect 
food contents against freezer burns, 
shrinkage and other deterioration 
lling Features: “Pak Saks”—an 
assortment o: 3 sizes of White Kraft 
bags lined with heat-selling cello- 
phane; leak-proof cardboard carton 
with protective cellophane bag at- 


tadheth inside—suitable for vegetables 
and fruits—the top of inner bag can 
be. heat-sealed after being filled. 
Large cellophane-lined Kraft bags— 
12c6x22 in.—big enough to hold 
several chickens, large meat cut etc; 
and “Paksure” locker paper for 
wrapping meat cuts—pliable and 
suitably coated to prevent freezer 
burns or shrinkage of contents. 
Samples and complete information to 
dealers on request. 


Electrical Merchandising, June 1944 
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8-Cup Vaculator Coffee Brewer 


Availability of some rubber has 
caused the Hill-Shaw Company to 
bring out an 8-cup Vaculator coffee 
brewer. This is the first vacuum type 
model the firm has produced after a 
two year interum during which time 
they produced no coffee makers of this 
type. 

The coffee brewer is of pyrex glass, 
with plastic handle, snap-in filter 
holder and employs a double thickness 
filter cloth. List ‘s $2.95. 

“To Wives in the Doghouse” is the 
title of a new consumer leaflet put 
out by the Hill-Shaw Co. for retailers 
featuring the new vaculator 4-and 
8-cup vacuum glass coffee brewers. 

Colorfully designed, the leaflet points 
out that no housewife has to share 
Fido’s quarters if she can brew delic- 
ious coffee with one of the new Vacula- 
tors. 


Your New Water Heaters, too, 
will have 
A-P Thermostatic Oil Controls 












When new oil burning hot water heaters are 
ready for your display and sale, one of their im- 
portant selling features will be the A-P THERMO- 
STATIC Oil Control Valve. It will mean plenty 
of hot water, day and night, at constant tempera- 
ture, without the inconvenience of manually ad- 
justing the burner. 


The A-P model 240 WUR Control, illustrated, is 
governed through the thermostatic bulb, which 
is secured against the inner wall of the tank. 
Temperature of the water, transferred to the 
bulb, and, in turn, to the A-P Control, turns on 
or off the oil flow for high or low fire as re- 
quired. Through the control knob, adjustment 
can be made to maintain any water temperature 
from 120° to 155°, 




























































The A-P Thermostatic Hot Water Heater Control 
is only one more example of new control devel- 
opments at A-P .. . an example, too, of the skill, 
knowledge, and ability offered to manufacturers 
of new heaters and heating appliances for their 
post-war planning. 


AUTOMATIC PRODUCS COMPANY 


2400 N. 32nd STREET *¢ MILWAUKEE 10, WIS. 


DEPENDABLE 


OIL CONTROL VALVES 
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IMMEDIATE DELIVERY on Fast-Selling, 
Profit-Building SENTINEL Electrically 


Illuminated House Numbers 





Sell SENTINEL electrically illuminated 
house numbers! Make up for lost appli- 


ance volume with this “hit’’ item that sells 


on sight...in big city and small town! SENTINEL num- 


bers have all the quick-sale features shown below...and 


they retail at a “grab-it” price that leaves a handsome 
dealer profit! Cash in on the “Numbers Game” NOW! 


See it through your jobber or the Merchandise Mart 
Housewares Show July 6-15 


®@ Easily installed. 


@ Costs only 212 cents per 
month to use. 


@ Bulb guaranteed for one 
full year. 


@ Built completely of age- 
defying materials. 


@ Fully guaranteed. 





W. F. MEYER and SONS 


1494 MERCHANDISE MART 


CHICAGO 
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CHROMALOX 
HEATFLO 


The only unit you need to service 
ANY electric range. Simplifies 


servicing—cuts dealer inventories. 





EDWIN L. WIEGAND CoO. 


7525 Thomes Bivd., PITTSBURGH 8, PA. 


Chromalox Super- 
Speed range units 
and parts available 
without priority, 
under WPB Order 
L-65, 
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SHOP TALK 





On May 1 Cyrus Barnes left the 
utility business to become interested in 
of Ship’s Inn, well- 
hotel in Nantucket, 


management 
known summer 
Mass. 

Mr. Barnes is one of the best known 
public utility sales executives in the 
‘ountry. He has been connected with 
the C. H. Tenney Co. and the New 
England Power Association since 1908 
capacities In 1918 
~harge of the entire 
activities of all com- 
; under the Tenney management. 

ifiliation of this company with 
: land Association 


‘ 
tant merchan 


various § iles 
was placed in 
~handising 


Power 


CKEST INVENTIONS 
turned out by L. G. 

» created the forerunner 
We stingh use electric 
1927, and 


easier 


he says, 
hine for some 
ng ice cubes out of trays. 
then the only method was to run 
vater r the tray part 


Mr. Copeman visited a 


ind lose 


ir camp early in the spring. 
ng weather and he wore 
While sitting on a log 

ed that when he wiggled 
immediately shaled off 

he idea of using rubber 
tray came to him ina 

17 days he had his 


who heads housewares 
n-Paxton department 
Ga., has a depart- 
nothing but jot down 

ippliances for future de- 

line Bradley, his assistant, 
Says orders have been coming in at the 


rate of ten a day since February. 
What the public voluntarily asks for is 
a great tip as to what is needed most. 

ONE OF THE MEN who can declaim on 
orrespondence 
re of Bendix. Judd 

Louisville selling 
Iton and 
t as Arizona doing 
left Kelvinator, his 
‘adillac, 


711 


merits of taking ac 


courses 


and he has 
ac cars ever since. 


SELLING THE NEGRO POPULATION in 
ncinnati produces a number of inter- 
ng angles, a Frigidaire man tells 

ELECTRICAL MERCHANDISING. 

t icket stuff to this economic level 


Selling 


is fraught with collection troubles, but 
the retailers that specialize in it never 
falter. 
prices. 
payments are so small, and there is so 
much chasing that the dealer has to 
have as wide a spread as possible to 
cover his risk. 

“One successful dealer sells his fur- 
niture and appliances right out of the 
case,” our informant relates. “The 
place looks like a warehouse but colored 
folks seem to think they are getting a 
better break if the store is unpreten- 
tious and stuff is taken right out of the 
crate. If the dealer has no crate, he 


frequently builds one for appearances 


sake.” 





LETTERS 





Likes Range History 


the Editor 


Your series of articles on the electric 


range seem to me to set a new high in | 


method of telling a story of American 
business achievement. The skill with 
which ELEcTRICAI 
with accurately reported facts is one 
f the best editorial jobs I have seen. 

Your work is praised, and the issues 


f E. M. carrying the articles are dis- | 


layed to visitors here daily. Of course, 
ye of that enthusiasm 
ynal element of Mr. Hughes being 


tured, but I sincerely | 


pers 
“ 
well-written articles would merit this 
ittention were the subject less familiar. 

Accept my heartiest congratulations 

upon an excellent accomplishment. 
C. P. MoNAGHAN 
Vanager of Press Bureau 
Edison G. El. Appliance Co. Inc. 
Chicago, Ill. 
"What the Dealer Wants” 
To the Editor: 

Have read with considerable inter- 
est your article in the February issue 
of ELECTRICAL MERCHANDISING 
“What the Dealer Wants”. 


It may be that due to the fact that 
what you have to say coincides so with 


my own thinking that I am unduly | 


prejudiced in its favor. 


We have been one of the exclusive | 


ippliance dealers that determined to 
stick it out, and while we have no 
service department since we have al- 
ways had the local Power Board take 
care of this for us as they are so much 
better equipped and manned than we 
could possibly be, so they have taken 


care of service to our customers and 
we have also been sending users of | 


appliances purchased from other deal- 


ers who are out of business to the | 


proper place for getting the right 
kind of service. All this, of course, 
with the idea of keeping good will and 
maintaining our identity. 

Your article is certainly a timely 
yne and if the manufacturers and dis- 
tributors do not follow the course you 
recommend, they will, in our humble 
pinion, be making a big mistake. 

S. Marks 
Tennessee Valley Electric Co. 
Chattanooga, Tenn. 


Incidentally, they never cut | 
The credit risk is so great, | 


( 
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combines the informal human element | 


is due to the | 
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Post-War Markets By L. E. Moffatt 


The Electrical Appliances Dealer of the Future .. 


The Minnesota Electrical Council sets down an evaluation of dealer 
qualifications in post-war 


It Takes More Than Price Appeal to Sell the Farmer 


Appliances By Tom F. Blackburn 
An interview with William A. Benitt 


Vol. 71 No. 6 


Chicago !I—R. A. WERTH 
Philadelphia 2—F. P. COYLE 


Two Approaches to Appliance Repair 
By Lansdell Anderson 
The experiences of two dealers—Albert Koller and C. H. Bender, 


Trenton, N. J.—in handling appliance repairs 
To Make Post-War Homes Electrical By Clotilde Grunsky 


Cost of Appliance Distribution 
Wholesale and retail figures from FTC for 1939 


Servicing Crosley Refrigerators 


The ieetney of the Electric Range... 


(Fourth of a series) 
Evolution of the Load-Balancing Switch 
Harry Parsons’ Story of the Slow Make-and-Break Switch 
Early Development Problems.......... ee 
The Birth of the Load Balancing Switch........... 
The Thermostat 


Heat Controls Changed with Table-Top Models 
Early Thermostat Troubles pd deeais $i 
Making Thermostats Dependable.............. 2.2.0... .0.000005. 


A New Idea in Swap Plans 
Paving the Way to Future Sales ona 
Motor Repairs Make Good Bread and Butter......... 


Harry Newman of Eau Claire scarcely notices he no longer is selling 
appliances 


The Business of Survival By David E. Urner 51A 


Mr. Urner's experiences changing a successful appliance retailing 
business into gifts, toys, etc. 


bas to Tap Farm Market: Adapt Stuff to Local 
ses 


Small dealer can sidestep big chain competition by specializing, 
C. P. Wagner, Northern States Power Co. says. 


PCEA Conferences Analyze Post-war Distribution... 56 


One-Man Radio Business 


Herb Ferris holds fort while Pete Hanna of Hanna-Ferris Co., Austin, 
Minn., fights Japs 


AB NES 
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THAR'S GOLD IN THEM HILLS 





...and here’s how Laura Lovell 
helps dig it out for you! 


“THE market for post-war washers is snowballing! At least that’s what our operatives 
on the home laundry front report. So many washers have broken down beyond 
repair that some of the girls have had to rely on their neighbor's generosity for the use 
of a washer! 
And that’s right where Laura Lovell and such characters as this miner forty-niner come 
into your picture! Each month in The Saturday Evening Post, Good Housekeeping, 
True Story, and Parents’ they tell over and over again the Lovell Pressure Cleansing 
story to the women of America! 


All other things being equal—and we think they are—Lovell-equipped washers will 
continue to be best sellers after the war. Here are the reasons women prefer them: 


NINE REASONS WOMEN WANT LOVELL 


1. Modern design. 5. Quick, positive pressure release. 


2. Hand-made rolls 


Instant reset lever. 


J. Rustproof steel frames. Automatic drain flumes. 


CoN O&O 


4. Balanced adjustable pressure. * Oilless, soilless bearings. 


9. Automatic roll stop on DeLuxe Models. 


elvinator breaks \ational Magazine Campaign to lel; 
Jealers & Service Men during Critical Summer Months 


Promotes User Cooperation on 
Service When It is Needed Most! 


Tying in with the nationwide “Bet- 
ter Care— Less Repair” activity, 
Kelvinator’s Summer Service Pro- 
sram is aimed to show consumers 
how to keep their refrigerators and 
ranges at peak efficiency for the 


duration . .. to help cut down 


needless service calls . .. to gain 






“good will” for the Kelvinator 
dealer by obtainingcustomer under- 
standing and cooperation when 
delays in handling service calls are 
unavoidable. It is a program to 
help the dealer—by helping his 


customers, 





lust keep ol, 
Mis. La1SEM wy Vo 
gt! 





Magazine Advertising Has 
Combined Circulation of over 16,000,000 


\ppearing at the beginning of the 
service rush season, attention-get- 
ting. colorful ads will appear in 
magazines that reach 16,000,000 
readers. Among these readers are 
your pre-war customers . . . and 
your postwar prospects. Striking 


illustrations dramatize the need 


for customer cooperation in help- 
ing dealers render efficient service. 
And the new Kelvinator User's 
Guides are offered in each ad. See 
this advertising in the Saturday 
Evening Post. McCall's. Better 
Homes and Gardens, Good House- 


keeping, Household and True Story. 
















Two Wartime 
User’s Guides 


Kelvinator’s W artime User's G uj 
for refrigerators and electric ray 
tell customers how to diagnose , 
report trouble accurately, how 
take better care of appliances 
needless servicing will be unne: 
sary. Designed to save nuisar 
calls, these booklets will help 
owner and build good wil! { 
Kelvinator dealers. Availab| 
free,in reasonable quantities to 
Kelvinator dealers. 






















Special Dealer Helps Available 


\ complete set of human interest nouncements, friendly letters 


double and single column news- mailing to customers and a hat 

paper mats are available for deal- na , : — 
; ‘ ; Telephone Conversation Guide 

ers use in telling the Kelvinator 

Service story locally. There are assist vou in handling service | 


also one-minute spot radio an- phone calls efficiently. 


— Service Program Plan Bot 
| 
| | The entire Kelvinator Service Progr 
| is completely outlined in this ap 
named Plan Book. “Keeping Frier 
through Wartime Service.” If \ 


haven't received your free copy. « 


Keeping Friends 


through 
Wartime Service 


tact your nearest Kelvinator Zone 
Distributor. 








‘ The men and women of the Propeller Division of 
Nash-Kelvinator Corporation hove been awarded, 
‘ and proudly fly and weor, the fomous Army-Navy 


“E" for High Achievement in Wor Production. 
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